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THE WEEKLY MAGAZINE RADIC ^.^^^.^^^ 4, 'SERS USE 
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PRINT MEDIA 
WAGES WAR ON 
RADIO/TV 



p. 25 



Tv success for 
Western Union 
dyGram p. 36 
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S8 a year 



^Can( 



MAXIMUM RESPONSE 

-that's advertising efficiency. 




WBAL TV. BALTIMORE 

MARYLAND'S NUMBER ONE CHANNEL OF COMMUNICATION" 



What IS a Quahog? 

'The minute he said that, we knew lie was an oiit-of- 
state-er. Can't hardly hlaine him, I guess; 'Quahog' is 
a Providence, a Rhode Island word. 

"Poor fella . . , next thing happened somehody 
offered him a cabinet. 'Beg Your Pardon?' he said. 
( He almost had us here, alJ right. When ice mean 'Beg 
Your Pardon' we say 'Please?' ) 

"Finally, straightened him out that a cabinet's just 
a plain old milk shake with ice cream . . , a frappe. 

"Beats all how some people talk so peculiar. Our 
quahog is a cherry stone clam . . . makes a delicious 
chowder too! " 

But then. Providence is many things. Pro\ idence is 
jewelry, deep water shipping, electronics and test 
marketing; one million people — one billion consumer 
dollars. Providence is Taunton, Attleboro, New 
Bedford, Fall Biver, and Worcester — all in Massachu- 
setts. Prov idence is Putnam, Danielson, Norwich and 
New London — all in Connecticut. People e\en say 
Providence is Rhode Island. People in television say 
Providence is WJAR-TV. 




Vour iwrsonnl print dutiable («r\ 
fr.tmlne, n\v.-ill« your far*! or fill 



FIRST TELEVISION STATION IN RHODE ISLAND ^ AN OUTLET CO. STATION, NBC -Edward Retry & Co., In 



For the fourth consecutive year 
Charlotte's WSOC-TV dominates awards in annual 
Southern News Photography Competition 



Do you like to look at the news? Hear about it? If you 
were one of Ihe some three million people within our 
viewing area, chances are you would satisfy your liking 
by setting your dial on Channel 9. Charlotte's WSOC-TV 
IS the news station of the Carolinas. 

This year, WSOC-TV cameramen swept eight of the 
fen first and second place awards offered in the com- 
petition open to television photographers throughout 
the South. This brand of local and regional reporting 
awards advertisers, too. With big audiences; dependable, 
able to buy. Let this great area station of the nation 
induce them to buy from you. Schedule WSOC-TV. 
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''SOC and WSOC-TV are assoclaled wllh WSB and WSB-TV, Allanta. WMIO and WMIO-TV. OA/Ion, WIOD. Miami 
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FOR EXACT TIME SLOT INFORMATION 



To time buyers now 

preparing their 

Fall Spot Schedules . . . 

THERE MAY 
STILL BE 
RIFLEMAN" 
AVAILABILITIES 
ON THESE 
FINE STATIONS 




m 



Owing its 5 y^^r network run. THE RIFl 
, v&^ed a soli<1^38.4^ share of audie 
Nov^r^rograninied in newt-me sjots ^ — m n: 
cases^earlier than its-8;30 p.m. cind 9:00 pi 
(NYT) ne^fk time^^'ots — THE RIFLEMA 
assures a completely new and untapped audience 
HE Rift i MAN'S rating strength coupled with 
ew tinie periods makes it an ideal series on 

tifiing dollars. 




^to spot your ad 



4^BjSBd ort ARB reports covering the to p 50 markets lor 5 years. 
Individiidl market ratings for thi^^rriod are available on request. 



I STATION 


CITY 


NATIONAL REP. 


PLAYS 

PE.a.wij 


1 WFBG-TV 


Altoona, Pa. 


BLAIR REVISION 


1 to 5 


[ WLOS-TV 


Asheville N. C 


PETERS, GRIFFIN, 
wr^r^nwARn int 


5 


WGR-TV 


Buffalo, N., y. 


EDWARD PCTRY & CO., \HZ. 


1 to 5 


WUSN-TV 


Charleston, S. C. 


SELECT STATION REPS., 
INC. 


1 

I 


! WRCB-TV 


Chattanooga, Tenn. 


H R TELEVISION, INC 


1 to 5 


WTVM-TV 


Columbus, Ga. 


ADAM YOUNG, INC. 


1 to 5 


WBNS-TV 


Columbus, Ohio 


BLAIR TELEVISION 


1 


WOCTV 


Davenport, la. 


PETERS, GRIFFIN, 

rtUUUrtnniJf lllU. 


1 


KRNT-TV 


Des Moines, la. 


THE KATZ AGENCY, INC. 


1 to 5 


WTVD-TV 


Durham, N. C. 


EDWARD PCTRY & CO., INC. 


1 to 5, 


KVAL-TV 


Eugene, Oreg. 


GEO. P. HOLLINGBERY CO. 


1 


WINK-TV 


Fort Meyers, Fla. 


THE MEEKER COMPANY 


1 1 


WKJGTV 


Fort Wayne, Ind. 


ADVERTISING TIME SALES, 

INT 


5 


KFRE-TV 


Fresno, Calif. 


BLAIR TELEVISION 


1 


WFMY-TV 


Greensboro, N. C. 


HARRINGTON, RIGHTER 

9 PADCniUC IMP 


5 


WHP-TV 


Harrisburg, Pa. 


BLAIR TELEVISION 


1 to l| 


KTLA-TV 


Hollywood, Calif. 


PCTERS, GRIFFIN, 

wnnnwAon inp 
riwuri nnu, in\^. 


1 toj 


WHTN-TV 


Huntington, W. Va. 


SELECT STATION REPS., 
INC. 


4 ,] 


WDAF-TV 


Kansas City, Mo. 


EDWARD PCTRY & CO., INC. 


1 to 1 


WBIRTV 


Knoxville, Tenn. 


AVERY KNODEL, INC. 


1 I 


KORK-TV 


Las Vegas, Nev. 


VENARD, TORBET& 
MC CUNNELL, INC. 


1 1 


WLYH-TV 


Lebanon, Pa 


BLAIR TELEVISION 




KOLN-TV 


Lincoln. Neb. 


AVERY KNODEL, INC. 


1 to 1 


WHAS-TV 


Louisville, Ky. 


HARRINGTON, RIGHTER 
& PARSONS, INC. 


1 1 


WMAZ-TV 


Macon, Ga. 


AVERY KNODEL, INC. 


1 to 



CiABrLITlES, CaNTACT THESE STATION REPS 


STATION 


CITY 


NATIONAL REP. 


PLAYS 
PtR 


1 111/ mil T^f 

WKOW-TV 


Madison V/is. 


ADAM YOUNG, INC. 


1 to 3 

5 


WSIX-TV 


Nashville. Tenn 


PETERS. GRIFFIN. 
WOODWARD, INC. 


tllt|||A Til 

WNHC-Tv 


New Haven. Conn 


BLAIR TELEVISION 


c 

b 


111 ■ n A VI ( 

WABC-TV 


Ne.v York H Y 


ABC TELEVISION SPOT 
SALES, INC. 


1 


111 I II u Tyi 

WAVY-TV 


fJoilolk Portsmouth Va 


H R TELEVISION, INC. 


1 


1/ /^ A A 1 

KOCO-TV 


Oklahoma City Okia 


BLAIR TELEVISION 


r 

5 


WESHTV 


Orlando Daytona Fla 


THE KATZ AGENCY, INC. 


1 to b 


WPILTV 


Philadelphia. Pa 


BLAIR TELEVISION 


1 


i/nim Til 

KPHO-TV 


Phoenn. An; 


THE KATZ AGENCY. INC. 


1 


i/nu 1 Til 

KDKA-IV 


Pittsburgh Pa 


TELEVISION ADVERIISING 
REPS., INC. 


1 c 

1 lO J 


KPlV-IV 


Portland. Ore 


EDWARD PETRYi CO., INC. 


4 
1 


wxtxiv 


Richmond. Va 


SELECT STATION REPS., 
INC. 


1 to 5 


MVMY 


St Louis. U'o 


H R TELEVISION. INC. 


5 


knun Tu 
I l\UMU-IV 


San Afiionio Texas 


THE KATZ AGENCY, INC. 


b 


1 VDIV T\l 

1 nfiA-iv 


San Francisco. Calil 


TELEVISION ADVERTISING 
REPS.. INC. 


1 

1 to b 


1 UWWI TU 

1 l\NIV-IV 


San Jose, Calif 


ADAM YOUNG, INC. 


■ WKbD-IV 


Schenectady H Y 


THE KATZ AGENCY, INC. 


1 to 2 
b 


vwiijrp TV 

■ nnLr- IV 


Scran ton. Pa 


EDWARD PETRY & CO.. INC. 


1 knun TV 


Seattle Wash 


THE KATZ AGENCY, INC. 


1 


1 u/con TV 


Toledo. Ohio 


SIORER TELEVISION 
SALES. INC. 


1 

1 


1 km n TV 


Tucson Afi/ 


GEO. P. HOLLINGBERY CO. 


1 


■ WDP TV 


Washington D C 


NBC SPOT SALES 


1 to 3 


|kivh-tv 


Viichita Kansas 


Rl AIR TFl rVISION 


1 tn S 
1 10 J 


|WSBA-TV 


York. Pa 


BLAIR TELEVISION 


1 to 5 


IwKBNTV 


YoungstOAn. Ohio 


PAUL H. RAYMER CO INC. 


1 to 5 




STARRING CHUCK CONNORS 

CO STARRING JOHNNY CRAWfORO PAUL FIX 



To stations now 
planning their Fall 
Program Schedules . , 

THE RIFLEMAN IS 
ONE OF THE MOST 
"EASY-TO-SPOT" SERIES 
AVAILABLE TODAY 



PfOEram it either ns n strip or ore a *pok 
Program it late afternoon early oven n,' or 
late eveninc iti 5 year 50 it jrtet 

average audience composition of 32 1 
men. 34 7 o //onten and 33 2 cfi dfc 
delivers an almost perfectly ba .t fii 
audience 

COMPLETE FLEXIBILITY 

Chuck Connors, star of THE RIPLEVArj is 
iust filmed 40 new prtrros and br ' I'S for 
stations prograniming th'S Series Included 
IS a "custom tailored general pro ' o * tf 
Chuck announcin channel nun bcrs ^ind 
cities part of the many EXTRA 

SERVICES offered with THE RITLEVAN 






* fO U,W STA-R AHP Llvr CARD I^B t * V ^'i PBOti^«CT \0' 



600 FIHH 
AVK.M'E 

.VF.W YORK 
20 

.SEW YORK 
LT 1 Vt-V) 



! iiiira I 

1. Los Angeles metropolitan 
area Spanish-speaking pop- 
ulation: 

900,000 plus 

2. Average yearly income: ! 
$800,000,000 

3. For automotive products: I 
$72,540,000 annually 

• 

4. For food products: 
$434,700,000 annually 

YOU CAN HAVE YOUR SHARE! 

72 National Advertisers on 
Spanish-language KWKW 
reach approximately 277,880 \ 
Latin-American homes per 
week at a CPM of $0.72. 
KWKWs 5000 watts speak the 
language convincingly to a 
loyal audience. KWKW has 20 
years' proof waiting for you! 

KWKW 

5000 WATTS 

Representatives; 
N.Y.-National Time Sales 
S.F.-Tiieo.B.Hall 
Chicago -National Time Sales 
Los Angeles-HO 5-6171 
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Key Stories 

25 IF YOU CAN'T BEAT 'EM, SMEAR 'EM ^ 

Print media wage all-out war on radio & tv; new pres- 
entations are dancjerous, unless you know pitfalls 

29 EXECS SEE MORE REGIONAL BIZ IN SYNDICATION 

Mew ivlio know syndication best predict return of top 
regional advertisers, once strong force in industry 

32 TECHNOLOGY FASHIONS FILM AS A TV TOOL 

Technological strides ni production of film and cam- 
era equipment produce cinemagraphic miracles for tv 

34 BANK COMMERCIALS DON'T HAVE TO BE DULL 

Chase Manhattan spots on World's Fair praised bij 
viewers; already many requests for tickets, maps 
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Why Western Union CandyGram feels it owes suddei 
success to a well-timed and tailored tv campaign 
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In a class by itself. . . 

More food products and services are now 
advertised on WJW Radio than on any other 
Cleveland radio station. 

Food advertisers know that WJW Radio is 
the best radio station to reach the 1.5 bil- 
lion Northern Ohio food market. 

WJW's listener's total income of chief wage 



Your Katz representative has the details. 



earner is higher than the market average. 
$6,400 vs $5,700. WJW attracts a higher per- 
centage of professional, executive and pro- 
prietors — people with the income and 
inclination to spend more for food 

For sales producing advertising supported 
by effective merchandising, buy Cleveland's 
best radio combination — BEAUTIFUL 
MUSIC and TOTAL INFORMATION NEWS. 

James P Storer 

Gtneral Manager 

Sources: Ad-Check Monitor. Wendell t Get/. July II. I96J 
Special PULSE Survey November- December 196! 
Standard Rate and Dal* 



LOS ANGELES 


PHILAOEIPHIA 


CLEVELAND 


MIAMI 


TOLEOO 


DETROIT 




KGBS 


U'IBG 


WJIi' 


ircBs 


USPD 


U-JBK 


STORER 


MEW YORK 
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puzzle: 



Travels with Charlie (Bob and Neal) 

"Did Neal Edwards, Charlie Macatee and Bob Livingston leave their vacation 
addresses with you?" Vice President and General Manager Fred Houwink asked 
the summer secretarial replacement in our TV Sales Office. 

"Yes, Mr. Houwink, but I've misplaced them," replied the girl, blushing to the 
roots of her wig. "I know one of them was going sailing off Cape Cod; one went 
up to the Adirondacks; and one is at a resort in West Virginia. The two who aren't 
sailing are either playing tennis or golf." 

"You're doing fine,, my dear," said Houwink, who is a patient man, "tell me more." 

"Well, I'm sure that Edwards is not the one at Cape Cod and Macatee didn't go 
to the Adirondacks. The one who went to West Virginia said the resort didn't 
have a golf course and Mr. Macatee once told me he gets seasick." 
*'Thank you," said Fred, ""that's all I need to know." Who was where doing what? 
Apprise us. Win prize. 

Post-vacation plans begin with WMAL-TV's "Happy New Year" starting 
September 15 ... the greatest new shows on TV, an exciting roster of 
stars, audience-pleasing drama, humor, variety that wins friends and makes 
sales. Check Harrington, Righter & Parsons, Inc. for details. 



Puzzle adaptation courtesy Dover Publicationa, New York 14, New York. 
Address answers to: Puzzle <S3, WMAUTV WasliinRton 8. D. C. 



wmal-tv ® 

Evening Star Broadcasting Company 
WASHINGTON, D. C. 

Represented by: HARRINGTON, RIGHTER & PARSONS. Inc. 
Affiliated with WMAL and WMAL-FM,, Washington, D. C; WSVA-TV and WSVA, Harrisonburg, Va. 
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PUBLISHER'S 
REPORT 



One man's view ot 
significant happenings in 
broadcast advertising 



Maybe Commissioners Should Travel More 

ilf III:.m;\ Kl{ I find iIkiI tin- IkmI. iiiiiiiiilit\. Ill lriM|)i) 1)1 M;iili-i)M 
Am'miic i> •;clliii}; i)|)|)ir>>i\(' 1 jid lr;i\ cliiii;. 
()i ni.nlir it's jii>l llial I like to lr:i\cl, 

l.;i>t wi'fk 1 \i>ili'(l >ix mi(l\\i>l ciliix in f<mi il;i\> iiiiil ;i> n^ii.il 1 
Ii'lIimckI Miorc iIkhi i roiild in fonr nmnlli- c.i^l of llic llnil-oii 

I l)i(Mkf:i>l(>(l. Innclicd. :iiid dinncrcil with ;i<;cnc\ nicii and Iwn.id- 
•♦tt<>li-i>- 1 l)iMnnu>d I idc- in |)ri\alc |)ianc>. I \ i^ilcd -lalion-- mil \ct 

ii| rd. Talk ahont lionr^! I called nn oiir t\ .-laliun niana^iM at p.m. 

[Iif^ idea) and icInclantU pulled ni\°>elf :i\\a\ at 1 p.m. 

I l<)\ <■ tia\ eliii};. 

\nd I syni|)allii/.e w ill) hioadeaMcr-. 

ft'- Inic that I don't know inneli aliont the pii'>Mire> of the ic-tan- 
null Inwines.s or mayhe a tit'-eli|) factory. Itut I found two hroadca-tci s 
<.\M':Ltin^ out lahor negotiation.- one fiantic.illy oecn|)ied with |)i(-|)ar- 
iii;; Mihnninon.- rc|)t)rt> for a new owner, two n|) to their ear- in toni- 
iiitjciity |)rojecl.-. and all of them o\er their head- in W'a-hinpton 
Worrie-. 

Ilic \\ ayliinpton W'orrie.- are the wor.-t. It'.- not jn-t the mimerou> 
forin> that inn.-t he fdled out. Mo.-t of them c()m|>lain aLint tlu* a\a- 
ilaiis'lie of harra-smcnt. attacks, and pre.->uies. They -ay thai .-ome 
'iir<" Id Ih" expected. I?iil why come to work each nioniinp wonderin<; 
"VVliaf- the new \\'orr\ from W'ashiiipton?" 

A- stated hy one erudite manager: "We're a-kod to do a fireat joh 
conuuunicatiiip. We're asked to he preat ereati\e minds. That'- a- 
tt?lioiild he. l?ut how can we do our U'-t in an atmo-|)liere of constant 
' rilii i-in ,ind harra.-.-ment?" 

Another said. " The KCC iu'ed> a cour^e in ins|)irati<)n iu-tead of 
( xa^jieration." 

i)iie exam|)le of the way reiinhitor- fru-trate hroadca.-ter.- i- the 
L'Liii><|;mtlv increasing period of tinu' rei|nired for a|)|)ro\ al of a -lation 
-ale, 1 heard tin- com|)laint more than once. \\ hile admitting that 
I'lTlLiin cireum>tance- demand nune -Indy. >lalion men feel that in 
rinitiiie -ituation> 90 day- .-houhl he a niaxinnun hctween |)nri ha-e 
.111(1 a|>|)i()\al. 

.Vii owner who ha^ Contracted to |)ay around Sl.lOO.OOO for a niid- 
wot -tation .-ay- that hi- hiw\ers tell him it will he a miiacle il he 
C!'!^ cle;iranrc within fne nionth>. lie -aid. "I wonder whether the 
[.H>rTuni>.-i()n r(*ali/e- what the waiting |)criod doe.- to -talT mor.ilc. 
iil^ntiser confidence. |)ul)lie -er\ ice initiati\e. and jiuhlic cMtlm-i.i-in 
111 llu' -ttition." 

\[Liiv|>e connni--ioner.- .-houhl tra\el more. 



WPTR iWQAM 



AlBANY-TROY ' 
SCHENECTADY I 
N.Y. ! 



MIAMI, 
FIA. 



0 



0 



DIFFERENT? 



VACATIONLAND 

Certainly WJTR land is no less a vacation 
playland than FiSami. It's a sate bet in 
lact, that you personally know more people 
who will vacation under the pOAerlul 
50,000 watt signal ol WPIR this year than 
will viSit S'lami. 

Fishermen, hunters, swimmers s'«iers. 
campers and sightseers al -e come from 
all Over the world, but especially from 
New York and Boston to visit 
Saratoga Springs, Lake George, lake Placid, 
lake Champlain, Saranac lake, Schroon 
lake, lake Luzerne, etc., IN SUWER 
and 

While Face Mt., lake Placid. Keene. Vt. 
Whitlier, Mt Snow. Stowe Sugar Loaf S't , 
etc., IN WINTER. 

RATINGS -Sorry truly 
sorry, that no audience measurement serv- 
ice has counted the bonus listeners de- 
livered by WPIR's power and popu arily 
You and your clients have one way to 
measure how WPTR impresses listeners in 
the most traveled vacation area n the 
country place a spot schedule w 'h 
WPTR and watch your sales volume zoom 
Ask your Inends about travel in the great 
Northeast. Ask your East man about adver- 
tising m the great Northeast He II le I 
you about BBC— that's 8 i Bonus Cover- 
age — on ■ The Voice ol the G'eat North 
east '-WPTR 



YES: WPTR 

Albony-Troy-Schenectody 
VP & GEN MGR: Perry S. Somyels 



robert e.eastman « co.,ui. 



mm J .M r.i-sT i%3 
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MULTI-CITY TV MARKET 



■IllllOMtl 




This CHANNEL 8 station 
is more powerful than any other station in 
its nnarket, has nnore viewers In its area 
than all other stations connbined. Hun- 
dreds of advertisers rely on its alert ability 
to create business. So can you. Buy the 
big-selling nnediunn. Advertise on WGAL-TV. 

W(]AI.-TV 

Channel 8 



316,000 WATTS 



STEINMAN STATION . Clair McCollough, Pres 



Representative: The MEEKER Company, Inc.* New York • Chicago ' Los Angeles • San Francisco 
10 SPONSOR/5 AUGUST 196 



i 



'SPONSOR-WEEK 



Top ol Ihe news 

in tv/radio advertising 

5 AUGUST 1963 



Follow the British: Aini-iitaii l)HKi<linM<T- 
ami ;t(l\ or tix'is « <>itl<l Icai ri mm h from Hi i- 
\i-U liaMtlliii^ ot t\ ('()ninicr- 
«ial>, NAM |)roiil<Mit l.f- 
Koy (^)llitt>. >iiu\ la>t \\<'<'k 
^ nil fctiiiii frtnn trip t<) ICiig- 
^/'■^\ l;fntl, ConuiK'n ials arc lii{;lt 
""^ In <|nalily ami .-killfiiJIy in- 

M'llfd in |)rc){;raniiii{; to 
rnlmo any irritaliii}; cITci i 
on vifwcis, lie said. Atlvcr- 
tisinp i> rniifcMlralcd laigclv at l)Cf;inniiig 
and «Mid of lialfdiom scpinciit. I>iit if u cjDin- 
nicrcial iiilcri upl.-; midway, it is limed to conn- 
at natiirril hrrak in profjiam. G)lliii> fav()i> 
tliis trend, expects XAlTs cnnejit >tnd\ of 
broadcast cnininercial> will rt'Milt in di.-car<l 
ot oM stopwatch concept, ami m'w ipialitv and 
xvircfidly non-appiavatinp piacenient. .NAM 
president had high prai.-e for lhiti>h eiiter- 
taiimient propiains. hut was snrpri.-ed hy la«-k 
of (piantity. ami comparative reinotem'Ss of 
Mritish hroadcastiiip in general from Ameri- 
can-style intepration with national and local 
affairs on a daily hasis. 

Radio not cozy: {British radio i> .-^till national 
ill concj'pt. not local. Collin.'< continued. It has 
none of "cozy" coiuinnnity services Anicri- 
cans pet on ear radio on way tt) and from 
work, he noted, l.ollins likened (piaiitity of 
hioadcastinp in Hrilaiu to a "spoon fecdinp." 
compared with eontiimons '■fountain alwavs 
availahle to the American pnhlic." He at- 
trihutcd American situation to it.> vigorous 
foinpeiitive roots in private enterprise. 

New agency for Lehn & Fink: Lelm & Fink 
Products has a|ip(iinted C. J. Li Koche as its 
advertisinp apeucy for Dorodiy Gray co>- 
inctics. Hilliups on the aoroniit. formerK 
han<llod by .McCann-Erickson. amounts to 
some SI million annually. The a|i|iointnieiit 
i.s effective iimuetliately. 

SPONSOR-WEEK continues on page 12 



Supermarket push: lli'.iitli ami In Miit\ prml 
ni t-> account for million in *npci ma rk.-t 

^alc». an c^timatci) 2..")' , of \oIiiimc, I'mpn-*- 
>i\c (iroccr I'cpoit*. Projection* fnii'i.i*! 
health ami hcanty prndnct- will continm.- tn 
ptow, icachinp .'5.2', of --iipcr market *.ilc- 
hv 1 90.>, Dt iip a(l\ctti>inp peaietl to < «)ii- 
sunicr l)\ driip and loildry uiaimfacinriM- 
add up to more money than total ad\crti'<iiip 
dollar> >pent on aiitomohih-« and aiitomohilc 
products. *iir\c\ also notes. 



Sales at recorcJ; \laimfa< tiirei >" sales in June 
reached a new hiph. up one per I'cnt o\cr 
\la\. [ . >. Department of (lonnnerce report*. 
Total dniahlc pood> ^alc* for fust half of 
1963 ucre four p<'r cent ahoNC pt'riixl in 
1962. iNondnrahle pood- sah'* diirinp fir*t 
half alx) VNcre four per cent aho\e y<'ar iMrli- 
er per iod. 



Heineken switch: Smith Crecidaiid ativei- 
ti>inp apency appointed effi'ctive immediate- 
ly for Van \limchinp. peneial I . ^. importei 
of lleinekeii's l{eer. Advertisinp leportefl to 
he some S9()().()()() aimiialK. N an Mnnchinp 
has (h)ne little in radit)and t\. hut Leo Green- 
land, apeiic) president. helie\es t\ woiihl U- 
pood het for Hcineken's. tliat wdiuch"* pro- 
prams will he e()n>ider('d seriously, instead 
of sports huys. !,eo Van Mnnchinp, president 
of iinpoiler. reports -ale* have pone up 
350'7' since 19.5.S. Of .\etherlamr=> hcer im- 
ports. 92*^' are Heineken*.-, he addctl. 



Radio audience: AMC Uadio report- .m e-ti- 
mated .^6 million tuned in to the he.u \ weipht 
fiphi lietw<'eii ^^onny hi-tein ami Flo\d Pallor- 
-(Ml on 22 July. With In'aw audience dras*. 
.\MC Kadio notes it will conlinnc to hid hn 
all ni.ijiir liea\yweiphl champion-hip fiplil- in 
the future. 
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Top of the news 

in tv/radio advertising 

(continued) 



Clash: Sharp clasdi of opinion hetwfon new 
FCC Connni.>isionei;i l^oevingcr and Cox 
arose las;! week over tlie (piestion of an osliil)- 
lislu'd l)roa<l<a.st(M"s right to cliallenge a 
grant made williout hearing to a new, third 
fonipc'titivc .station in liis market. FCC luul 
refiis-cd to leopen for licarings its grant to 
new am applicant KZIM In Cape Girardeau, 
.Mo., on petition of existing station KGMO. 
Latter (laiined competition would damage 
him and force him to curtail piihlic service 
programing. Cnir. Kenneth Cox had dis- 
sented from the FCC's refusal to reopen the 
case after grant without hearing was made, 
and cited s^ix other instances in which chal- 
lenge to s^imilar grants hrought a reopening. 
In a stinging reply^ and in terms redolent of 
his antitrust lore, Cmry Lee Loevinger said 
rule of precedent could not apply forever in 
individual cases; jhat the petitioner, while 
citing the famous Carroll case in which Ap- 
peals CouJt remanded a similar instance to 
the Connnission for hearing, had not pre- 
sented the necessary facts of economic loss — 
only the assertion. Loevinger took a swipe at 
the '"murky institutional style" of FCC opin- 
ions in general, while he was at it — and in 
the i)recedental hases cited hy his feUow 
added that he does not think this |)articnlar 
denial to re()|)en would he precedenfal in 
other cases to come. 

QXR net fransmission: Effective 1 Septeni- 
her, aH QXK Network program feeds will 
he via tape. Of 47 stations on good nuisic 
lineu|), 16 have heeii c(nmected hy live oil 
the air relays. Decision was reached at Syra- 
cuse meeting last week to feed all shows via 
ta|)e. Live connections were in Northeast. 
Reason for change. QXR reported, was he- 
i'ans(; stereo live relays were dillicult and 
signals from one station to another were 
suffering from interference. 



I 



Esty ups Mortimer: Charles G. Mortimer, 
Jr. has heen named v.p.. television program- 
ing, for William Esty. 
Mortimer, who joined 
the agency in 1957, 
was formerly pro- 
gram production man- 
ager and supervisor 
of on-the-air program- 
ing for ABC-TV. He 
is the son of the chair- 
man of the hoard of 
General Foods. 



MORTIMER 




6ELLUS 



Bellus to Cleveland: Dan E. Belliis, former 
director of advertising and promotion for 
Transcontinent, has 
heen named station 
manager of radio sta- 
tions WDOK and 
WDOK-FxM. Cleve- 
land. Prior to Trans- 
continent, he was di- 
rector of sales devel- 
opment and promo- 
tion for KFMB-TV/ 
Radio, San Diego and general sales manager 
for KFMB Radio. All are Transcontinent 
stations. Bellus is national i)resident of the 
Broadca.st i'ioneers. 

NBC secures news wire service: The net- 
work's news tlepartnient inaugurated a wire 
service to make reporting innnediately avail- 
ahfe ill item f(nni. Linking N. Y. and Wash- 
ingl(m. it will not disi)lace any regular 
service hut will carry NBC coverage strictly. 
It is a culniination of the network's ex|)an(led 
lunnher of news shows and reporting facili- 
ties. NBC News executive v.p. Bill McAn- 
drew reports the operation "can develop into 
a much more comprehensive one. and might 
he made availahle outside NBC." Bert Ivy. 
Washington, will edit the service. 



SPONSOR-WEEK continues on page 14 
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WFBC-TV 

Plus AM A FM 
GREENVILLE, S. C. 



WBIR-TV 

Plus AM & FM 
KNOXVILLE, TENN. 



Now united under the strong and 
progressive ownership of SOUTH- 
EASTERN BROADCASTING 
CORPORATION, with general of- 
fices in Greenville, South Caro- 
lina, these three television sta- 
tions and their AM and FM 
affiliates offer to advertisers sig- 
nal coverage of approximately 
1-million homes in five of 
the prosperous states in the 
Southeast! 



WMAZ-TV 

Plus AM A FM 
MACON, GA. 




Each of the three stations is a 
long established and well man- 
aged broadcasting organization, 
and an integral part of the re- 
gionol orea it serves. The stations 
invite your inquiries individually; 
or, we welcome your interest in 
advertising in all three morkets 
through the nafionol representa- 
tion of Avery-Knodel, Inc. 




WBIR-TV 



World's Tallest Tower 
KNOXVILLE, TENNESSEE 



WFBC-TV 



Southeastern Broadcasting 
Corporation 

Greenville, South QOrolina 



Giant of Southern Skies 






GREENVILLE, SOUTH CAROLINA 






WMAZ-TV 






The Rich Middle Georgia Market 




Repreiented by \ 


MACON, GEORGIA 




Avery-Knodel, Inc. 1 
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Color tv growth: Zenith iepoits color tv 
liipid growth coiitrihiitetl snh.staiitial in- 
crease-s in sales ajid profits in first half 'of 
1963. Sales and earnings for company In't 
all-time records for period. Distrihntor unit 
sales to dealers for color tv during first half 
increased nearly 100" J . with production and 
factory shipnieiifs at levels exceeding any 
prior month. Snhsidiary Kauland Corpora- 
tion is starting production of color tuhes to 
meet demand. Black and white sets are also 
at record selling levels, Zenith reported. 

Jefferson Standard expands: Broadcasting 
company has lannclied a half-million dollar 
expansion of its WHT-WBT-TV, Charlotte 
studios. New facility, a sej)arate division, will 
specialize in commercial j)roduction and pro- 
gram syndication for radio and tv. Planned 
for readiness 1 November, oj)eration will em- 
|)loy ecjnipnient and j)ersonnel to produce 
color and opacpie connnercials and syndi- 
cated shows. Called JefTerson Productions, it 
will service any outside organization. 

Out of the past: Remember the FTC com- 
plaint against I jhhy-Owens-F ord and Gen- 
eral Motors anto glass connnercials several 
years ago? The VTC hasn't forgotten, despite 
the fact that LOF dropped out of tv in 1960, 
and hasn't used the commercials since 1957- 
58. FTC last week ruled the connnercials 
s[)nrious and ordered the (-ompanies to stop 
using tlicm. Rehash of old arguments, which 
L(JF Jong ago admitted and also noted had 
been dropped eren before the first complaint, 
said tv connnercials used optical distortions, 
and so on. FI'C again said connnercials were 
rigged. Firms now have 20 days to answer 
before the cease and desist onler Incomes 
final. Since firms have ceased and desisted, 
five years ago. revival of subject was inter- 
preted by one source as FTC attempt to .>iet 
np example for other mock-up cases. 



Network tv billings: First five nionth> of 
1963 showed network tv gross time hillings 
up 6.2*^, Tvfi reported today. In January- 
\Iay period, ABC TV billings were S91,- 
991,624, up 8.7% over like period a year 
ago; CBS TV w'as S131. 097,520, up 5.4^^ ; 
x\BC TV $121,006,868, up 5.2'T - For month 
of May, ABC TV had S18,.339,070, plus 
6..5'^ over month a year ago; CBS TV S27,- 
924,088, an increa.se of 10^ ; and NBC TV 
S25,304,188, up 7.7%. Big increase for all 
networks was Saturday-Sunday daytime, up 
28.1*^. Nighttime billings for first five 
months was np but 2.2^1. 

Joint theater-tv project: Broadway opening 
night will he telecast for the first time 13 Oc- 
tober by Group W. Play is "The Advocate," 
starring James Daly. Though die j)rogram is 
for sponsorship, it will not he interrupted 
by commercial messages. '"The Advocate " 
will he taped at a tv studio in N. Y. after its 
two-week tryout in L. 1. Under the direction 
of Herman Land,, Group W's director of cre- 
ative services, the play will be aired via 
WBZ-TV. Boston r KYW-TV, Cleveland: 
KDKA-TV, Pittsburgh; WJZ-TV Baltimore: 
and KPIX, San Francisco. 

Newsmakers: Willard Keland named 
v.p.. corporate public relations, for S. C, 
Johnson & Son, a new post. Keland was oper- 
ating board chairman of the chemical divi- 
sion of John.son's wax . . . Needham. Louis 
and Brorby has elected Thomas R. Gorey and 
John C. Trindl, Jr. v.p.'s. Gorey is an art 
super\isor, Trindl an associate copy direc- 
tor . . , Paul Keller, research director of 
Reach, McClinton, appointed research and 
media director in a merging of the two de- 
partments . . . WTAR Radio, Norfolk-New- 
port News, named Larry Saunders general 
.«iales manager. He has been local >ales man- 
ager since 1 961 . 

SPONSOR-WEEK continues on page 46 
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Ha! 

The laugh's on us... 
and so is the action. 
FRACTURED FLICKERS, 
DICKENS AND FENSTER, 
HAVE GUN WILL TRAVEL, 
WANTED: DEAD OR ALIVE, 
and many more... 
all programmed to make 
Detroit's Big Station 
bigger than ever! 

WXYZ-TV ® DETROIT 



An ABC Owned Television Station 




Underneath is Charlotte 



Beneath all the business and bustle is 
Charlotte. More than 100,000 cars enter 
this booming city on an average day. And 
you'll find more people in the Charlotte 
75-mile radius than in a corresponding 
radius around Atlanta, Indianapolis, Kan- 
sas City, and Minneapolis. What better 
way to get at this thriving market than 
through W8T Radio Charlotte? For over 40 
years, WBT has had the largest adult audi- 
ence for the 37-county basic area. And 
this is the audience that receives and 
spends most of Charlotte's $2,612,784,000 
worth of spending money.* Reach them 
with the statiorT they turn to for responsi- 
bleprogramming,outstandingservice,and 
finer entertainment. WBT Radio Charlotte 
Jefferson StandardBroadcastingCompany. 
Represented nationally byjohn Blair & Co. 

hi 



^DATA DIGEST 



Basic facts and figures 
on television and radio 



Nielsen radio report shows power of medium 



New Nielsen report on "Hadio '63" coiitiiuies to leflect a iiiediiiiii 
of giant stcitiiie and reach. Conlaiiied in tlie leport are a nitniber of 
itenis of interest: 

• 51.7 tnillioii homes are Vadio-ecjiiipped. against 51.1 million 
ii year ago. 41.4 million in 19.50. 

• Conmiercial radio stations in operation iunnl)er 1606. com- 
pared with 4329 in 1962, 2781 in 1950. 

• Hours of radio listening |)er U.S. radio home per week ditriiig 
1962-6.3, totals 18 hours and 50 minutes. l*hig-iii sets accoitnt for 
10 hours, 17 niimito. hattery portable five lioins and five minutes, 
auto radios three hours 28 nijtuttes. 



• High point for listening to hatter) .sets comes between three and 
five in the afternoon when 2.5 million lioines are using |)ortables. 
Auto ladios, sa\s A. C. Nielsen, hit a peak between five and six when 
2.4 million home were using. Peak for pliig-in sets in the home came 
between 8 and 9 a.m.. total being 6.6 million. 

• Half of all homes listen to |)hig-tii radios during the nighttime, 
as the chart below shows. And during tlie weekdav hours. 6.3. 8*^1 
of U.S. radio homes li.>*tcti. 



Accumulation of homes listening to radio 



Monday-Friday 
6-noon / noon-6 



7 nights 
6 mid. / inid'6 



% total U.S. radio homes 63.8% 



millions of homes 



32.6 



hours pec home 6:21 



51.7% 



26.4 



4.56 



50. 1°.. 



25.6 
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Of INURES! TO AOM£N 

One ol tlic r;iic luioks tli.it li.is 
i-onic ill m,in\ \c;irs tli.it iloi's 

not c'liili aiK crtisinj; to tlc.illi. iioi- 
si'iis.itioii;ihVc, liiit trix's todiMl witli 
till" forc-»'s of .lilliiniC'c tli.it li;i\c 
III. nil" aiK'cTtisim; wli.it it is to(l;i\ is 
'riic Colili ii I 'Icccc" Hy Josi pli Scl- 
lIcii. I'ct<'r H;irt c iirii-c-tly .iiiticip^itrcl 
tli.it tin- liook's I't'lonn pruposMl.s 
will not l)f nivrtrtl liy liii//;ili.s from 
tlu' iulv rrtisiiii; liiisiiu's.s, .is lie iioti-d 
ill tin- .W'w York Tiiiu's. hut it i.s ;i 
Ixxik iioiiftlu'lfss' tli:it o\Vi\ sc;isoiu-(l 
;i(liii(Mi will find ol inorc tluni inod- 
cnitc intciU'st. 

Peter Scott. 

Harmon Associates. Marketing Consultants 
Harmon. New York 

PROPAGANDA IS PET P££V£ 

'I'lic .S Jid_\ issue iiu.iiii illiistra(i-s 
iii\ pet pccXi- ;i^:iiiist tiitii-U's iisi-d 
ill ti;id(' p;ipcrs, »piotni_u fii;iir('.s \\ itii 
no somif uiv i'ii. 



'I'lir .Sp.Mii.sli 1.uii;m.i;;i- r.idio .ind 
'r\'-iii.irkct .irtii lr on p;iuc (il s.i\s: 
"K( X )l{. ,S;ui .Antiniio puts it iniotluT 
'Ill .S;in Antonio, .W ^ of tin* 
pcopli- spcjk nnd tliink Sp.niisli.' 

'I lic KW K.\-'l \' nil on p.mc f)S 
.s.i\.s "net (lie liinnrst sliMrc o( tlii' 
»ipplc . . . sell tliis .■).!' ^ .Sp.iiiisli 
spiMi knin iiurkct . . ." 

In view of tlic ;itt;K'li('d Hiiic.ni 
ol (\'i>sn.s fiiinri's. win iirt- tlu-sf 
people iisinn percentiine finme.s tliiit 
show no source, ;»id wliv doesn't 
soinelxuK ;i.sk for vcrificitioii? 

I ;iiii sure tiuit il I wrote \oii on 
this iinitter ;)iid sjid tli;it WOM 
would 'put it tlii.s — "In .S.iri 

Antonio, 90' r of tile |)eople spe;ik 
;iiul think Aiii;l<»." — von niiulit .isk 
lor iii\ relnitt.d source, wouldn't 
xouy 

Another litth' |)erpli'\iii'.i (|iiestioii ; 
on p;ii;e 5S rennrdiiii; I-',! I'.iso, the 
article says" "■\o'~r of the \\,\ I'aso. 



'I'e\.is. t<it.d popiil.ition o( 27')<Mm 
IS Sp.iiiisli spe.ikniU, .Kiordniu to 
the VHH) r S Census " 

If tlie I' .S (.'ensiis iiL;iir<' is i^cmkI 
eiioiii^li for I'll I'.ISO isn't it .uith'irit\ 
enonuli loi S.iii \iitoiiKi'' I'liis 
woiildnt it lie liettci .issiiniplion 
tli.it \'A I'.isi) — on the Uni (^r.iiKlc 
liordei — would li.i\c.i luulicT Sp.iii 
ish percent. lUe til. Ill S.oi Sntoiiin 
l.'jO miles from the liorder'' 

W'c ohjet t strennoiisK to this t\ pi 
of propa^.iiid.i unless \iiiirces th.it 
are v.ilid .ne used to li.u k up 
liHines Ol pereent.iHes (pioted 

Rei Preis. 

Station Manager, WOAI Radio. 
San Antonio. Texas 

STORY £XPLAINS IRTS 

I'll. ink Mill SI) iniuh for the I '> 
Jiil> .irticle ill .S1»()\S()H on lit I S 
under iii\ l)\-liiie. Mso. tli.iiiks \ i r\ 
nnieli lor providiiiu ine with the 
li-ad, wliiili formed the li.isis for 
till- entile .irtii hv 

I hax'e li.id -i niinilier of notes ,ind 
phone calls about tlie .irticle wlinli 
indicate that .in oxpl.ui.itioii of I UTS 
functions was \ crv iiiiich in order 

Thanks, .ly.iiii, for \oiir interi-st 
.nid for inakiiii; the p.iyes of Sl'ON- 
SOM availahle for tlie h.ickuroinid 
iiifortn.ition on i HTS. 

Sam Cook Oiuti, 

Administrative V. P. 
CBS Films. Inc 
New York 

QU£STIONS VOT£ 

Hroadc.isters .ire strii'^t;liiii; con- 
st. iiitK to keep free of sii.u kles 
svlnch biire.iiiir.1t uoM-rmtient .tl- 
wavs seems to be trviiiii to \\iiiil 
li-ihlei .111(1 li^hler .ibont ns I'lidiT 
these c iri'iiinst.nii'es, one wonhl cx- 
peit tin- I'rotest.int Clnin h to !><• on 
the side of freedom. l-"r.iiikl\ . I 
think the recent l'U( )\< )r \( ' I 
\li:\ ri)\ the Ho.ird forthcN.itn ii- 
.ll (^lUili'il of ("hiirilies lines IK t 
spo.ik f.iirh .111 opinion i;eiier.ill\ 
sli.iri'il li\ .1 ni.ijoritv of the ur< at 
chiirdii's in this coimtrv ('irtniib 
■V) \otes for. ."i \ oti's .lu.iiiist with 
no .ibstentioiis is ni t > iii.i|*irit\ 
M>tel>\ ,in\ iiie.uis h\ .i M ird nnin 
beriim .ihoiit JCl' 

Carleton 0 tmn. 

Presdent. WTU 
Viale'i I c Vj' e 



"CALENDAR 



ArCl'ST 
.Vtlaiitic .\ssii. of Hro.idrastors, eon- 
M-ntion, .N'rwfoiiiKlliiiuliT lloli'i, St. 
Joliu'h. Nc\vfoiiii(Il,iiul (l-fi) 
Miilti-.Vntioii.il Coiixiuiiiirntiiuis Sviu- 
iiiiir, Hr.iiiilris I'liix rrsitx . U .illli.iiir. 
\l,i>s. (i-fi) 

.N:itli)u:ilCoiiuiiiriiit> Trii'x isioii A^sii., 
2iul .iniiiuil i))ai<.it;cnu>iit iiistitiiti', 
I i)lvi rsit\' of W'ImHiimii. \l.i<liM)i) 
(ll-l.->) 

Cforci;! .Avsii. of I)rii:ulr:ist(Tv. 2ml 
.iimii;il l\ il.i>, M.ii'oii. (iiDriii.i (1-1' 
FnrdiiiiDi I'niviTsity CiinfiTi'iice oi) 
I'Miii'.itioii.il Toli'visioi), .3r<l .iiinii.il 
fOi)fiTi'iii r. ttosi- I III! c.iiDiiiis. l-'onl- 

Okl.-ilioDia liro.idrnstcrs .As'ii)., con- 
vt'iitioil, W'l-slrrii I lilts SlJlr LikIc<'. 
W ;ii;i)ii< r. Okhilioiii.i (2.5-21) 
Kl.il)crty Fill!) Seminar, Oil) .iddii.iI 
scn)iii.ir, S.inil.iiiOD.i, Wniioul (21-3 
SrptriiilMr' 

Hoiird of Hri>:tdi'.i\l GoMTOor^, lic.ir- 
iiii:. Oll.nv.i, C.iiiad.i (27) 

SKPTK.MHKn 
Wi'sl \"lrciiii.T tiro.idcDstiTs \smi., 
.11t1111.1l f.ill i))i «-lim:, Tlif ( irri'iihriiT. 
W hilr Sulphur Spriiii;'. 
.\rk.ios;is liro;i(Ic»stiTS .\\su., f.ill 
)ii(«liiiC. IIoli(l;)> Inn. Vorlli I.illlf 
HiHk (fi-Ti 

.Vmcric.in Women in Uadio and Tclc- 
visioi), i>diii'.itioii;il foiuulatioii. lionrd 
of trnvltt' niictiDi:. York (Tl 



W'ostcrii .AsMi. of llro.idcastiTs, ;iii- 
Dual ini-i-tiiiv:. J.is|Ut l*;irk Li)ilv;i.-. 
.\ll)crt.i, C;iii;i<l,i (.S-1 1) 
Uadio .AdMTtisiim llnrraiv. in.iii.iui'- 
incnt confiTrm Ts, The I louii'stoad. 
tlot Spr)iii>.s, V.i. (0-10); Tlio IliltDii 
tni), airport, .Miaiit.i (12-1:5); 't hi- 
lli.lid.ix liin-Cnitr.il, D.ill.is (10-17); 
(adi'on - I'utD.iin. S.ir.itoc.i Spriiics. j 
N. ■i. (2.3-21); O'll.ir.' Inn. airport. 
Chicago (.50-1 OuoliorV Uiikix's 
lhati ItoiiM- llolil. t';ili) Alto. C;dif. 
(.5-1); Town llim.vr Moliir Hotel. j 
()ii):ili:i (7-.S); Tlii' l'"\iiuli\e Inn. 1 
l>lri))t (l-l-l.')) 

Hiidio-Trlovision .Vrws Diicrlor^ | 
\ssii., ISlIi int<Tn.itioii,il lonfi rriiii', 1 
It.i(lisM)i) Hotel, NtniiiiMiHtlis (11-11) 
Aini'ricaii NVonicn in Kadio and Teli'- 
visinn, M)iilh\vi'>t .nrra etmffri'iiif, » 
lloiiston, 't i's.is (t 5- I.S 1 

Ni'w ^ork Stale W Hroadcisli-rs 
\sMi., h.uiitiii't .iiid InisiDrs-. M-isions. 

( -ran-X ii-w .Stolrl, < )i;deiisl)nri; (1>- 
Ifil 

l.odisiaiia Asm), of tlroadiMstrrs. din 
MM)tii>n, Slur.ilon Cli.irlis llolil. . 
Ni-« Orleans (15-17) I 
l<i)llii)s (iroadrastiui; Co.. stoi kliiilil- I 
ITS nui'liin:. H.iiik of l)i l,i«-.iri Hiiilil- | 
IDS. V\ ilniinizloii, Drl.iw.in- 17 

.Vincriran Vssn. of .\d\rrliviiii; \i;i'ii- 
cies. W'rsli'ni rouioii lOnveiiliDii. 
Mark llopkin.>; I fold. Sail I'r.ouiseo 
17-101 
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Why WFMJ-TV bought Volumes 4 and 5 
of Seven Arts' "Films of the 50's " 

Says Mitchell F. Stanley: 

Manager of WFMJ TV, Youngstown, Ohio 

"WFMJ-TV in Youngstown has long been established as the absolute leader in fea- 
ture film entertainment for our five-county market. 

As an affiliate of NBC carrying the TONIGHT SHOW, we came to realize early in the 
game that our motion picture programming must be founded on the principle of 



Herein lies the reason why our Saturday and Sunday late evenings (as well as those 
of practically all area viewers) are reserved exclusively for Seven Arts' 'Films of 
the 50's.' 

Market-wide acceptance of this nothing-but-the-best policy is well indicated in the 
latest A.R.B. ratings which show our weekend presentations from Volumes 4 and 5 
delivering more total homes than all local competitors combined. 

Needless to say, we couldn't be happier. Our clients and reps (Blair TV), too, are de- 
lighted with this overwhelming endorsement from our truly discriminating audience. 

We look forward to succeeding volumes of great motion pictures from Seven Arts." 





SEVEN ARTS 


ASSOCIATED 




CORP. 



* SUBSIDIARY OF SEVEN ARTS PRODUCTIONS. LTD. 
NEW YORK: 200 Pirii A«nu« 972- 7777 

CHICAGO: 4630 Estes. lincolnwood. III. ORchfd 4.5105 
DALLAS: 5641 Charlnlon Drrv« ADami 9-2855 

LOS ANGELES; 3562 Royal Woods Drlv«. Sfwfman Oaks. CjHI. 

STale &S276 

TORONTO. ONTARIO: 1 1 Adflaid* Sl. West EMpir* 4-7193 



For list Of TV tUtiont progrimming S«v*o Art*' "Fditit o» Ui» 50"»" %•* Third Covtr SRDS (Spot TV Ritej ind DiU) 
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Interpretation and commentary 
on most signiricant tv/radio 
and marketinz news of the witk 



The curious djouble moral standards o( newspapers have again come to the (ore. 

While imiflt'iiting in tlioir friticisiii of st-x mid violence on tv, n<'\v>|i;ipcrs in tlii- 
p.lst two weeks li;i\e presontetl every sordid dctiiil of tlic Wnrd c:\>r in Mritiiin. Not 
content witli simple reporting. New York ne\v>p;ipers in piirtitiiliir, Iwive n»r(l pjgr 
one hajiner headlines, eolnnni ufter column of ropy, to revciil every possible dct.iil 
ofsexiuil proiniscnily in the eiise. 

With the possible exception of the New York '^illle^, which hji> shown some 
restraint. New York newspapers have provided neconnts whiili tv in it* darkest 
moments wonld not <hire to u.-e. Special correspondents lia\e been sent t<> tlw 
scene, side stories have been added to keep the story going. 

No donbt. the accounts have received good "ratings," a goal often blasted on 
tv. It is not for ns, however, to judge whether this reporting was necessary, or not. 

Hut it is a time to ask whether newspapers have the right to see the mote in other 
eyes when they themselves take every opportunity to report complete details of such a 
ease. Newspapers generally, while pursuing a policy of righteousness on their tv page*., 
have shown little lestraint whatsoever. Hy what standards do they judge th«*niselves? 

Perhaps, it is time for a newspaper code board. Or the time nuiy be now to 
promote the righteous tv editors to evaluating general iu'w>;. 



Shades of the penny arcade: 

Commercial Photography Division of I nited Press International has come up 
with "Cinebo.x," a device capable of sbowirig 40 different sound motion pictures 
without changing reels. Machine resendiles coin-operated "jukebo.x" with projection 
screen on top. Viewer can select color sound films just as be would pick tunes. 

Marketing is aimed at trade exhibits, conventions, fairs, etc. Conld l>e used by 
tv concerns promoting sale of fdnis, displaying commercials, etc. 



Airline interest in broadcast media continues to grow. 

Gross billings in spot tv alone will be near SIO million in 1963, in contrast to 
one-fourth that amount two years ago. The leaders are in, and now some of the smaller 
airlines are starting to use. Pacific Southwest Airlines, via Gross and Roberts, i» 
latest, with radio and tv spots in San Francisco, Los Angeles, and San Diego. 



Daytime tv newscasts audience potential cannot be underestimated. 

Harry Reasoner's CBS has gained steadily in thi- rating picture since its 
start two years ago. Over the past season, average minute rating, according to Niel- 
sen, was 8.2, share 35.4*^, average minute home.-* 4.1 million. 

Doug Edwards later in the afternoon has a 8.6 average rating, a 39.8' . share, 
delivering 4.3 million homes. 



Unmeasured tv audience is growing source of complaint 

One station operator points out his area has heavy summer viewing, with nar\ 
an Audimeler in sight. Unmeasured tv audience in resort areas, pins growing use of 
portable tv sets, will be cited more and more, much as now being done J)y ra«lio. 
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Homes watching evening shows holds high. 

But average audience ratings are showing decline. Analysis from A. C. Nielsen 
shows AA this spring for hour shows at 17.8, of? from 18.3 a year ago. Half hour 
shows AA was 17.6, down from 18.1 a year ago. 

While AA's dropped, homes held at 8.9 million for average hour show, 8.8 
million for half hour show. 

Comparison of Average Minute Audiences 
(March-April each year) 

60 MINUTE 30 MINUTE 



YEAR 


AVG. AUD. 


AVG. HOMES 


AVG. AUD. 


AVG. HOMES 




(%) 


COOO) 


(%) 


COOO) 


1963 


17.8 


8,900 


17.6 


8,800 


1962 


18.3 


9,000 


18.1 


8,900 


1961 


19.2 


9,000 


18.2 


8,800 


1960 


19.0 


8,600 


17.3 


7,800 



Will tv sell building materials? 

United States Plywood thinks so. In letter to ABC TV, PlyAvood reports on 
"before and after" study, one conducted in September 1962 at beginning of tv 
campaign, the other in March 1963 near end of campaign. Tlie results: 

Consumer awareness of Weldwood brand name increased significantly. 

Consumer attitude toward Weldwood panelling showed significant improvement. 

Comparison between viewers of the shows on which Plywood advertised and 
non-viewers revealed more significant differences in both awareness and attitude, with 
the variables higher for the viewer group. 



WDSU-TV, New Orleans has its own "road show" — and is getting results. 

"Caravan" is mobile TV tape unit, and is staffed by the various local person- 
alities on station. Not only have tlie letters of praise rolled in from the communities 
visited, but "Caravan" is proving strong promotion and audience building tool. 



College Students aren't very media-minded. 

So one would gather from survey prepared by College Radio. Two-thirds of 
students said tliey virtually never watch tv. Half don't read the Saturday Evening 
Post, 60% don't read Look, 35% liaven't read recent issues of Life. 

Radio came out belter, with 66% saying they had listened last night, while 35*^ 
said they listened to campus station. 

Wlien it came to smoking, 47% said they did, with three out of four smoking 
filter tips. 
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Wednesday at 9 p.m. Mark it as a tv time period to watch. 

In a prtj-seasoM "perfoniiaiict; appniisiil," iNHC 'I V lias lakL-n a hard look .il tlif 
fortlicoiuing litMil-oii haltlc Ijclvvecn llie top-nitcd AH(] aiirl CHS competition llrti 
Casey i\\v\ llcicrly llillbillics — versus llt'rl) Hrodkin's new entry. Espioiutfiv. C.ocv 
is sliding in iJie TvQ reports, iXHC nolo.s down .'i.>' i among young adults in llif jia>l 
year, ii losing young adnll viewers, while gaining aniong over '10 adult.-, ai-cording 
to AKI{ data. 

Casey's share in May 1963, the appraisal contiiuie-. wa- a mere .SO' I in llir 
iN'iel.-eii National l{c|)orts, down from .57 T in January! 

As for Hillbillies, iNBC said: "Hie reorientation of viewer? in the Ksptonour 
lionr is a foregone conrhision for the 196.3-61- season. To ju>t what extent flrtt'rly 
Hillbillies' audience will decline, of eoiir»e, is open to speeiilalion, hut it is logical 
to assume that some homes viewed llillhillies this season as a marginal rhoirc rallirr 
than watching the second half hour of Goin<i 1/v Way on AHC or I'rrr-i Ct>rrni on 
NBC." 

With a cost of S21 .000 per minute, and a 24' ,' -hare. NMC TV figure- f-'sitidiuipi' 
cpm at S2.60. 



TvB's annual meeting this year promises great interest. 

Two key speakers are already set — All)erto-Culver's l^onard Lavin and Father 
William Ilogan of Fordham University. Litter lias worked on nundn'r of project-* for 
n. S. Steel and is expert in the husiiicss world. 

Se.<sion is iji Chicago this November. 



KETV, Omaha has come up with an off-beat approach for a local advertiser. 

rurning to local talent. KETV staged a ninsieal tmir of Hroadwav ni |)rim<' 
time (9 to 10 p.m.) last Friday. i)reenipting network show I'rrrnirrr. Fcdlowing mini- 
l)er of presentations, show was sold to Countryside Village, .i loeal shojjping tenter. 
Sponsorship helicved first major plunge into tv hy nier( hant.s who liandetl logrihcr 
for the program. 



CBS TV's Sunday Sports Spectacular is building an impressive record. 

Late afternoon program has huilt steadily sinre serie> start in I960, reaching 
nearly si.x million homes recently. With modest cost, .-eries is |)roduring a epm in the 
S3 range. Briefly, the Nielsen track record looks like this: 



Average Audience 





Shaie 


Rjting 


Hoints 


1960 


26.1 


7.9 


3..57 1.000 


1961 


36..-> 


10.7 


.5.001.000 


1962 


39.7 


11. .5 


5.616.000 


1963 


10.8 


12.0 


5.961.000 



|**0R/5 AUGUST 1963 



1 



"SPONSOR-SCOPE 



I (CONTINUED) 



Is Oren Harris preparing editorial bill? 

Although he praised broadcaster editorializing in Georgia recently, he may 
have been holding a bill to tighten FCC's fairness requirements, behind his back. 

The Commerce Committee chairman didn't say yes and he didn't say no on 
whether new legislation was needed to set more "fairness" rules for broadcasters to 
editorialize by. He implied there might be rules needed to cover hiring of newscasters 
and commentators, if latter follow licensee's editorial viewpoint. He said Congress 
had a right to look into these touchy matters, and he said Rep. Moss' bill requiring 
reply time for any political candidate coming under editorial broadcast attack, 
might be "doctored" to suit the fair-shake situation. 

There was no disagreement with his statement that Congressmen and political 
candidates in general are not so much fearful of unfair broadcaster treatment as 
they are in terror of the weighty influence of tv and radio on public opinion in general. 

FCC meanwhile, trying to forestall legislative straitjacket for editorials, began 
sternly spelling out its fairness requirements. Licensee must send a transcript of any 
personal attack on an individual or organization in any type of controversial broad- 
cast, offering reply time, li a non-candidate attacks either a candidate or controversial 
issues on the air station must send script to candidates concerned and offer chance 
for reply by "an appropriate spokesman." Latter solution has no appeal whatever to 
Congressmen, who have made it plain they want to speak for themselves. Finally, in 
issues of racial integration, Negro leaders and groups must be given equal oppor- 
tunity to air their side. 



Campbell-Ewald has brought all account groups together, except for Chevrolet. 

In move designed for efficiency, and to improve service to clients, Detroit 
account groups have been brought to one floor of Argonaut Building. John V. Doyle 
has been upped to senior vice president to manage the accounts, with exception of 
Chevrolet. C-E president Thomas B. Adams believes consolidation will result in 
better exchange of ideas. 



Men, women or children, Rifleman's got them. | 

Study of five year network track record of Riflemmi by Four Star, which now 
puts the program into syndication, shows almost equal division of audience. Shares 
for each group for all years are: men, 32.1%; women 34.7%, children 33.2^. 



Forget the entertainment Just give us the facts. 

In a move which might wreak liavoc in the restaurant business if followed on 
Madison or Michigan Avenue, a Honolulu advertising agency lias told media repre- 
sentatives that business entertainment is eliminated. In a letter to radio, tv, news- 
paper, and magazine salesman, Milici Advertising Agency called entertainnient "a 
business extravagance and time consumer that neither of us can afford." 

Henceforth, discussions of time and space buying, media changes, and budgets 
will be discussed in the office. 

Without doubt, the Honolulu practice will not spread to the mainland. 
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WGN Radio reaches the largest audience of 
any broadcast property west of the Hudson'^ 

I WGN IS CHICAGO 

I "yVCS 1961 

NSOR :, M (., si I '.Mi;' 



Starting September 2, we are giving afternoon programming (4:00-6:30 p.i. 

back to the adults and teens — everyone old enough to b 
Starting at 4:00 p.m. decision -making buyers will turn to Adventures in Paradi 
followed by Rifleman at 5:00, Dick Powell's Zane Grey ^^^^^ 

Theatre at 5:30, and Total Information News at 6:00. ^Hit ^^^^fcst. Ld 
Have a product adults buy? 
Sell it 4:00 to 6:30 on 
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rint says: We'll bury you 



Magazines and newspapers mount new hate campaign 
against radio and tv in wave of destructive selling 



Till' lri)iil)l(' with t\" is. (jiiiti" fr.iiik- 
K . tli.it iMiU pmir pciipic liink 
.It it. 

Tliis ni.ikcs it luiril for .i<l\ crtist rs. 

IO\cu till- fluM[1. I)lllk itt'llls w.istc 

must (il llu-ir t\ liiu!v;t't. since nut 
.lit- tlu' \i<'\\t'rs pour but .ilsn 
.stupid. 'riic\"rt' l).ull\ cdiu .iti tl. 
tlu'iclorr it t.ikcs icpctitinn t'> net 
the s.iK's nirss.im- .u ross. 

rnfi)rtun.»tcly. most people i;et 
irrit.itfti .it beim; told the s.mie 



tliinv; o\ei .iiul o\ei .lU.iin. so t\ .id 
fre<pieiK\ deic.its its own purpose 
\ot tll.lt it isii t doomed to l.iihire 
.m\\\,i\. siiK e onl\ .ihoiit \-' o| 
.idiilts u.itih the sin. ill stri'iii \ii(l 
of these, most don't beli<\e wli.it 
tlie\ see ( ir lie.ir. 



II .in\ ol tills l.irr.ij 1 of iic>ns< iisi 
sliik<'s .1 r<'.i(hT .IS imnsn 1! it ini .iiis 
oiil\ one thinu Ih s m \i r bei n <'\- 
pose<l to .1 priiit-niedi.i pr<'s<-iit.itlon 



"i \if.isi i<i(«;$ 




Living the good life 



Current prcsciiliitioii l)y HFK ii)a)i;iziiio is rcfrcsliiiij; clianjjc in more lliaii one way; 
soiifi 6< tlaute act doesn't knock anyhody — not <'\<'n broatlcast husincss Init sell Ixiok's 
own \ irtiics. Prodncer N'at Grccnhlatt is an ahnhnns of CBS and (;roni)-\\' prograniinj; 



Most adiiu'ii are familiar witli 
sonu" ol tlu'sc argmncnts. Most son- 
souc'd vetorans of Madison Avciuif 
can pick tlic loaded qiicsjionuaiic 
antl tlje syllogisinic argmnent. Sonic 
of tlicsc, let's say riglit out, liavc 
conic lioni tlie broadcasting busi- 
ness. 

lint seldom lias tlicre been such, 
a c<)iiccrt(>d barrage of destnictive 
selling as currently I's aimed at ad 
managers and agencies. The news- 
[lapcrs and magazines appear to 
ha\i' alumdoned an\' idea ol selling 
their own \irtnes and are training 
their heaviest gims on radio and t\ . 

Heading the hoiiibardnient is a 
new pn'sentat"i()n 1)\ the American 
Xi-\vspa[X'r i'roprietors' Association, 
entitled "A Change in N'ahie." lU'- 
leased two weeks ago amid a lliirry 
of iiriiit-trade publicity, the ANI'A 
project sets out the dubious thesis 
that, because lliere jiow are more 
tv sets than existed ten years ago, 
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the medium has been diluted in 
value. 

The Alice-in-\\\)iidcrland logic of 
this is cr\stallizetl 1)\' ABC T\' re- 
search director Paul Soukcn: "It's 
like sayhig ;i billboard has more 
value when only two cars are pass- 
ing than when there's a traffic jam." 

•■"cw media directors are likelv 



to fall for this line. Howe\'er, aparl 
from the inspired lunacy of AXPA'f 
central thenre, the presentation alsc 
employs false statistics. 

Whether ignorant or malicious 
the newspapers' claim that onK 
12.6*^ of viewers actually watch t\ 
during station-breaks is likcK' t( 
prove a boomerang. Rescarch-ori 
ented admen have alreadx' picket 
this point to pieces, and the resul 
i.s — b\- extension — an unwillingnes 
to accept other documented "facts 
which grace the study. 

The station-break booboo was th 
contribution of a tv-statioii-operat 
ing Xew York tabloid, the Dail 
.Wits, whose own profit from trut 
and accuracN- is reflected in the fac 
that its circulation today is less tha 
it achieved in 1942. The AXPA aj 
parcntK' accepted at face value th 
Xews' contention that spot tv at 
vertiscrs are wasting their mone 
because no-one looks at their con 
mcrcials. 

The AXPA-Daily Xews tact 
was simply to take a piece of legil 
mate research (carefully vetted b 
forehand by the American Rcseart 
Foundation) and then blithely mi 
apply this to a totally different s 
ot conditions — without, of cour^ 
mentioning the fact in their presc 
tation. • 

"Seldom," comments TvB's i 
search director Harvc\' Spiegel, "h 
the diflerence between research ai 
a sales presentation been as wi 
demonstrated." 

For anyone who didn't see t 
\X'<\ go muler the shell, here's lu 
the trick is done: 

The AXPA-Xews appioach is 
"sliow" that a \er\ .small proporti 



McCall's/ 'Journar Back Survey 
Showing 'V/eakness' of Dayiime TV 

.\'v. \i<\K Sc|)t t; McCiiVs LiRlil," nmr-F.ilL,.- i.f i 

I / ll'uni- .li.nriKil. whii e TV), and ••C>iti<rn!ra!-iin" 

— I' I i; Im- .s;ii(l IS majja- TV i Siimcv "J.ttlL' hoi> 

' 'J.'j^"J^'-^> "" a sin vi \ |)iel^rj_i>,' j-andc-wii U' 



When ladies get together 

-McCall's and tlie Jovnnal .sponsored slndx wliieli nneov cted alleKetl sliortconiinRS of c ■ 
time tv. Closer study rev eals that siirvev was constructed in a manner which could > ' 
onl\ one residl. Cness what? Only tin- old and ienorant watcli — in McCall's rri-' 
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iif .ill .kIiiIIs ill tlif New Viiik iii.ir- 
kct say that tJu \ waldicd all nf tlif 
statiiiii-hrcak w ithout sw ili liinu to 
.iiiotlicr I'luniiicl. srwiiii;. catiiii;, 
lalkiiii;, or (loiiii; otlu'i lliiii.i;s 

llowcM'i, tlic \y,isv iisi'd fill' .ill 
tlii'ir pciTi'iitaUrs in tin- i)n'M-iit.i- 
tioii is (lie area's' (uliill poiuilulivn 
anil not tin- <iccru<H' uinlu luc snr- 
roiiniliiii; tin- station break — a li.ip- 
|)\' way of coiniim out witli siii.ill 
pi ri»-Ml.ii;es 



aNei.iuehuak .mil ) (HIO \ feweil 
.lilerw.nil 

Tlie eoiiiinoii .ii^i'iicv pi.ietue in 
esliiii.itiiii; l)re.ik .iiiilieiiees is li> 
aM'ia^i' till* l)eli)i'e ,nul .if let .iiiili- 
eiici'. In tliis i'.jse. tlie .i\er.ine is 
.'i.lfj.S.dOO; tin's IS the liciire .in\ 
.im'IK-\ would use III its o\Mi e.ilen- 
latidiis, 'I'lie \.\P\-.\ews own re- 
port W.is lluit 2..7r).(HM) peopli- were 
ill tlie room witli tlie set on (liiiiiii: 
si.itioii-hreak, in other words, their 



iiii; iiioie ili.in ^TiKKt u<ii r< « " lit 
iile.is .111(1 iiiloi iii.ilioii iriiiii III. 1-^.1 
/iiies, iiiilv |ir. i^iii liii'si ir< III (I'll 
\ ision 

lio-lilies slir))ris« ll follows 
tli.il these le.ideis find in i ' i/iiies 
more iiM fill ill. Ill |\, til ll llii-\ .III 
more l.i\or.ihl\ disp<)sed lo in.i^.i 
/iiie .ids ill. Ill lo hroadi .isl ( oniim r 
<'i.ils, .iiid lli.il in 1^1 iier.il the punt 
hooks .ire "llinri" " .lltr.K lIViV lielpilll 
miiinii.iin e .111(1 iiiierestiiiu \ii(i sci 



HOW MEDIA ARE RATED 


Per Cent ol 
Newspapers 

1 

^ J 


■ Adults VVh 
TV 


o Give High 
Magazines 

*' 


Score to: 
R.idio 

□a 


"In firvt to Introduce now productH" 


60% 


7 1% 


5 7% 


45% 


'Has Interesting; and imaf^native nd»' 


54 


66 


67 


37 


"Gives a f^ood description of the productH 1 need" 


60 


57 


59 


40 


"Shows j^ood taste In the advertising It carries" 


63 


47 


64 


44 


'Carries advertising that can be trusted" 


58 


41 


57 


40 


"Tells you all you need to know when buying; a new product" 


50 


40 


48 


34 


"Stlclu to the facts" 


63 


40 


56 


41 


"Gives useful Information" 


71 


58 


65 


54 


"Tells me where I can buy thin|:;s" 


83 


53 


41 


56 


"Is meant for people like me* 


61 


52 


50 


45 



When figures end and interpretation begins 

.I'dlliiii; ('(iiidiu'titl for the A\l'.\ tiini> up liitcrextiMt; coiiip.iriviii of Mihii t tiM- ,is\evMiii-iit>. iil Miith.i. Ii> M)iisniii<-rv. I'liMirpriMiii;!) , 
inostioiiii.iire is xli.ip.-tl in tcriiis wliicli prodiici- .iiiswors which .ihiiiist ;iiiloii).itiiMll> f.iMir iicvv\p.i|iiTs. \iKrrtiscrv i;<-iii-r,ill\ vi> a|>- 
praicli is Icuitiin.itc lint i-i ol littli- \ .iliic to tlii-iii. ynestiiiiiiiiv; (locMi't e\ (il,f new know !c<lv;e. iin ri l\ prc<h( t.iMi- r>-.|Miiis. s 



111 this wrsrcni of tliiiiihlcMinninji. 
he adult i)Oi)iilatioii of ll.JS2.(KK) 
c>presnils 1(K)?. Tho total luiinhor 
iowinji diiriii'4 tlio avfrago hour is 
LSIT.CXK). or ^.VIZ. The luimher 
vho suitdu-il olF the set or left the 
(K)iu dnrinu the station break is 
.±22. (XXI. The lunnher of iX'Oiile in 
ooin with set on diiriiiii part or all 
f the break is 2..5*J5.()0(). or 22.5T. 
The new spaper "roscaichcrs " then 
In some dis(|iialif\ imj: people in 
lie room with .set on who also were 
ioiiin .sometliiiiij else, and people 
ilho reported bcinji in the room for 
j portion of the break. 
Eliininatint: all of these, dies aii- 
oiiiiee that oid\- 12.6? of the total 
diilt population remains. 

Ilowescr. the presentation iloes 
lontioii two ailditional fimnes: that 
.0.51. (XK) adults viewed before the 



ow n lueasiireinent was ccjiuil to 5)2*? 
of the before & after a\erai;e. 

Where did all the jieoplc go? 

Ill the war against broadeastiiiu. 
the print media iloii't reh only iiixui 
chicanery with minibers. .\ recent 
major stiitK" released b\ the M.iiiii- 
/.iiu" I'liiilishers .\ssn. builds its lase 
throiiiih anotJier established tactic 
the loaded rpicstioniiairc. 

Part Two of "A StiuK of the 
.Mana/.iiie .Market," prepared b\ the 
M.irki't nesearcli Cori)oratioii ol 
AiiU'rica. puts for\\.ird the astoiiish- 
iiVJ. claim that there are two separ- 
ate and iileiilifiable croups of pco- 
|)le within the nation — in.n;.i/ine 
readers, and i\' viewers. 

The niana/in(»-re.iilers e.iii. of 
course, be recouni/eil 1)\ their 
bright e\('s. busbx tails .md Liiieolii 
Continent. lis: " l j? of people earn- 



are the people \\\u\ re.id: the>' e.irii 
more iiioiu*\. .ire better eilm .ite<l, 
and bin more of .ill uoikI tliinus 

.Mtlioii'^h t\ re.iches ')17 of all 
.\iiieric.iii homes, ihcse homes .ire iii 
some mvstcrioiis f.ishioii the r« fiiui 
oiib for de.idbe.its. misfiK, iretnis 
.iiul. presiim.ibK . in.iu.i/iiic publish 
ers. \iiv .idiii.iii who \\ants |o know 
how this .i]).irlli(*iil is deriM'd 
should ste.il .i look .it MH( \ s ipn s 
I ioiin.iires. 

\nollier piece of "rcvMreir th.it 
iidiiieii .ire beiiiu hit with eomrriis 
(l.tsliiiie telcMsioii. Its siioiisurs .in 
\l('('. ill's .nid the l^idies Uniiii 
Joiirii.il. till' perpetr.itors wi re (" K 
lloo])er Inc. This sIniK (l.iiins tli.it 

"\h)re ih.iii Slf. of wonieii mli r- 
\iewed did iml mi- .iii\ nl the fiM 
t('li'i.ists ol .1 p.irluiil.ir iirour.iiii 
/'/( f/M /;/rfi fo ;w/j( fi2 
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Extensive gridiron coverage 
of college & local contest 
planned for radio this fall 

Household Finance and United Motors Service sign tor 
Notre Dame tootball sctiedule to be carried by ABC Radio 



EXTENSIVK COVKIIAGK t)f top 
college loothall games is planned 
by the radio networks this fall, as 
well as widespread broadcasts of 
college and high sebool con-tests 
on the hicai level. Only the CBS 
Radio Xetwork will not sehednie 
gridiron contests on tiie national 
level in 1963. 

ABC Radio will provide the most 
e.xtensive schedule, broadcasting all 
Notre Daine games. NBC has a 
nninlier of the leading bowl games, 
while Mutual has a major phini in 
the Army-N'avy contest. Locally, 
football coverage is widespread, 
with the mafor college not coveretl 
by radio the exception ratlicr than 
the rule. 

Iligb client interest 
Advertiser interest in football is 
also higii. AB(] Uatlio is set, while 
NBC Radio and Mutual lia\e op- 
tions (Mit on their games. 

With its coverage of Notre Dame 
games for the si.xtii consecutive 
\ear, ABC Radio has signetl House- 
hold Finance to fully sponsor the 
network's half of the game, ABC 
Radio president Robert R. Paiilev 
announced last week. The other 
half is open for local sponsorship, 
in addition. United Motors Ser\"- 
ice Division of (Jeneral Motors has 
picked up the tab for the network's 
half ol the teii-minute pri' and post- 
season game shows. Agenc\' for 
llonsehold i-'inanee is Needbam, 
Limis and Brorby, while Caniphell- 
Kwald is agency for I'nited Motois 
Service. 

Tlie .\BC Radio seliednle opens 



28 September with Wisconsin at 
Notre Dame. Other games on the 
schedule are: 5 October, Purdue; 
12 October, Southern California; 19 
October, UCLA; 26 October, Stan- 
ford; 2 Nox ember, Na\ \'; 9 Novem- 
ber, Pittsburgh; 16 November, 
Michigan State; 23 November, 
Iowa, and .30 November, Syracuse. 

While carrying no regular season 
games, NBC Radio has an impres- 
sive post-season lineup. Five major 
year-end games are included, start- 
ing w ith the Bine-Grey Game and 
East-West Shrine Game on 26 De- 
cember. The National Football 
League Championship is slated for 

29 December, followed on New- 
Year's Day by the Sugar Bowl and 
Rose Bowl. While some sponsor 
availabilities still existed last week, 
NBC reports it has two atlx'ertisers, 
heavily identified with sports, cur- 
rently consitleriug the broatlcasts. 

Mutual invites interest 
Mutual's main event will be the 
Army-Navy classic on ,30 Noveui- 
ber, which will be hall .sold on a 
national basis, tiie other half locallv' 
!))■ stations. .\s an added indua>- 
ment to sponsors. Mutual is mak- 
ing available a block of tickets to 
the game, as well as pre-game and 
post-game festivities for the spon- 
sors. In addition, NBC phnis in- 
clude airing the National Football 
League contest between the nm- 
ners-np in the East and West. Also, 
one or mori" ol the Detroit Lions 
professional games will be broad- 
east. 

On local covi-rage ol lootball eon- 



tests sponsorship is both local and 
national. Unlike tv where the 
NCAA bars all but major national 
netvv(jrk coverage, radio covers col- 
lege games in city after city (a com- 
pelling argument against anyone 
who considers radio a music and 
news medium only). 

Costs to advertisers vary. Full 
schedule of one Western college 
team, for example, sells for SI 1,500 
for a total of nine games. In smaller 
communities, such as one in the 
middle west, full sponsorship of ten 
games is pegged at S3,595. 

Professional gets share 

Professional football also receives 
a large share of radio coverage. For 
example, the New York Giants 
games this fall will be carried on 
some 70 stations, including seven 
home games, seven awav', and fivcj 
pre-season tilts. According to plans 
announced, the hook-iip will be one 
of the largest independent networks j 
in the couiitrv' for sports coverage. | 
It was created through acquisition 
by Ivy Broadcasting, for its North- 
east Radio Network, of exclusive 
rights to Giants games from 
WNEW. 

Each station in the Giants' Foot-I 
ball Network will contract intlividii-j 
ally for sponsorship of the games, 
with WNEW already ha\ ing siwn- 
sorships from Howard Clothes 
L 6f M cigarettes, Ballantine Beer 
anti A & P groeerv' chain. 

Included in the lineup through- 
Out the Northeast are about 2(| 
Yankee Network stations iu New, 
England, and stations in New Yorli 
and Pennsylvania. At least lour .50. 
000 watt stations will carrv- tlu. 
Giants games: WNEW; WNAc| 
Boston; WTIC, Hartford, and W GY ' 
Scheiiectadv'. 

The same trio of WNEW an 
nouncers that prev iouslv' eoverin j 
the Giants' w ill handle tbe iipwin f 
ing season — .\Iartv" Glicknian 
WXICW sports editor [oe Ihi.sc 
and Al DeRogati.s. WNEW sport 
director Kv le Rote and DeRogati 
will also do a pre mul post-gam 
report. Feeding the entire nctvvor 
will be W NEW. ¥ 
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Big regional buy of the year 

■^.ilf iif firvl-nii), oiu'-liiMirv dI Jo StiilJitrtI Show to I'orcDio^t D.iirics for 30 iiiiirVi K wfvl 
dell, lAiviitivi' \ic<' pr^■^i^I<•Ilt, liKli'pi'iulciit Tilmiiioii Corp. Will) nli-nvr of option tiiiif, 



Execs see more regional 
advertisers in syndication 



TiiK men whd kudw sNutlicMtion 
host — tlu' syndiciitdrs tl)cmsol\Ts 
—firmly lu'Jiov'i* that rogidiial ;)<!- 
tTtistTS, ojicf the inaiiist.iy jikI 
lonuiuiut siippdrtcrs <if first-nm 
)r<Hliut. nKiy yot return. \lc;in- 
vliilo. a miinlxT of tliciii, arc mak- 
iig cvccllrut use of ss iulicatt'il pro- 
Inctidiis. accordini: tn a m*(i\soh 
ursoN. lint not oiKUiiili to justify 
Imutini; ■lialU'lujali." 



\\'h\ was tlx'rc sncli a sharp mist 
i\Wv anionu rcijioiial sponsors.-' 
N\'liat hrou<.;ht about the precipi- 
tous (hunpinu ol ss ndit atcd odcr- 
inus:* 

To hoar tlu' rvpt-rts ti-ll it tin- 
reasons are many, hut (ori iuost are 
these: tirop mits lu-iiau with the 
passim: uf uooti local time perun?s 
plus the slowdown of new aiul in- 
s iliui; prourain o(h-rinus ami. tliird- 



of Mississippi w.is .iiiKiKiiK itl li> \lx 
s\ mlie.ilors sn Dion til lliis l\p< of s iN 



the sponsors" roniaiiii- with spot 
hii\ ini; rallu-r than prour.im hii\ im; 

Here ar»' t\|iie.il evplan.itmns as 
aiKanced h\ soiue of Imlavs f(ir«-- 
most s\ iKlii-.itors: 

• I lal (^ihleii. \ iej' |irrsulent aiul 
»lireit<ir ol sales, \IC\ 'V\ l"ilin 
S\ n«lic atioii Division: "HemoiLiI 
sponsors lieUaii to decline in iiiiiii- 
luT ahont threi' or four \ears auo 
when the netwiirks started nit«iisi- 
f\ ini; their sipiee/c on priiiK tiim 

• I.en I'lri stone. \ui- pr< sidi nt 
ami Ueneral in.ni.iUer. I'mir ^t ir 
Distrihiitiou Corp . The ri '.lion il 
adverlistrs ilrop|ied mit if die pit 
tnre ahont three ^lars .iljii Iwiaiist' 
ol the Lk k 111 pniiii tnni peruKls 

• Rii hard ( arltoii. Mt e presuh nt 
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and general sales niiiiiai^er. Ti;ins- 
Ltix Tele\'isi()ii Corp.: "Tlie region- 
al nd\ertiser has not disappeared 
eninplctely, lint he certainly has he- 
eoine more elusive. One of tiie fac- 
tors is the decline of good time 
periods." 

1 low do regional advertisers, par- 



ticnlarl) those once hip-deep in s\ n- 
dication, feel ahont the present 
alooniy piettne anent first-nni prod- 
uct? sroN'soH asked Leonard B. Fau- 
pcl, advertising manager of P. Bal- 
iantine & Sons, one of the leading 
i)re\vers in the East and a one-time 
great exponent of the u.se of syn- 




Among this year's buyers 

UcKional advcrlisers are still present ljul smaller in iiiiniluT. Tliis \oar UA-TX' regional 
adxcrlisers include Lihcrly .Mutual Insurance l)u> of six oiie-lionr Wolper Speeials 




Recent regional purchase 

Till' I'lird l)i\ ision of \'tm\ Motor C^ci., via J. W'.illcr I lionipson, pnrcliascd two MC.\ 
lialf-lioiM t\ Miics lor dnzcii marvels. A/ Sf;(i«</ (al>o\c) Kocs into niur markets 



dicated material, to comment. 

"In the past, we have had ex- 
tremely good experience with sv n- 
dieation — particularly witii Foreipi 
Inligue, Highway Patrol, Bold Ven- 
ture and Sliotgun Sladc." Faupel re- 
calls. "Bnt we are going throngh ;i 
period when very little new syndi- 
cation is available and good time 
periods are all but non-existent." 

Will the FCC's decision to abol- 
ish television network option time 
have any hearing on future plans 
of regional advertisers? 

According to Faupel, "the new 
FCC restrictions on network option 
time coming into being, it is pos- 
sible that first-run s\ndicated pro- 
grams may enjoy a revival." 

"We w ill certainly keep an e\e 
on any new developments resulting 
from this order," adds Faupel. 

Spot buv ing, rather than program 
buying, is also high on the list of 
reasons advanced by anthoritati\c 
sources. Snys James Victory, \ice 
president, domestic sales, CBS 
Films: "The pattern of local and 
regional program sponsorship over 
the last three years hai paralleled 
the change to adverti.ser participa- , 
tion bu\ing in network programs. 
Stations, «is the networks, ha\e be- 
come the bu>ers of programs and 
are setting their own local program 
schedules for indi\'idual or rotatini; 
spot plans." 

John F. Tobin, ABC Films' vice 
president in charge of domestic 
s\'ndication; "Until a few \ ears ago, 
the regional advertiser exerted a 
major force in syndication. Then he 
began to s\\ iteh his budget into spot 
buys because of a supposed cost jx-r 
thousand benefit. 

Jaeqnos Liebenguth, sales man- 
ager, Storer Program Sales: "There 
are signs now that main' potenli;]^ 
program sponsors are wear)' of be- 
ing in ihv anon> inous safet>- of .spnl 
flutter — not only regional hut na- 
tional as well." 

Says the aforementioned Golden: 
"Nhmy stations are programing al 
lorms of spot carriers, including 
leatnri' filmed, full hours and hal 
hours, further reducing the tini( 
available for regional sponsors. Th< 
.selling of spots by local .station: 
parallels the trcMul on the networks 
where national advertisers profo 
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llic ili-vil)ilit\ of sprc.uliiii; tlu-ir 
isioii spDiisorslii]) flioico 
iiiiiiiitrs ill \iiri(m\" ])r()Hr.iiiis.'" 

Diiriiii; tlir liixiiiiiiit; si'llfr\ iii.ii- 
U't si'MTiil \c;ir>i sv iidirutors 

vSTi' tlciim l)ii.siiH'SN uitli siii'li 
(><;i(iii.il ;iiul n.itioii.il s])<MKli'rs as 
liiidu.-is.T. I'.iKt.ifT. C::irliiii:. Il.il 
.intiiif. J.i\. Sfli.u'lrr, I)u-\\r\\, 

'^(•ncsrc .111(1 I'illlst ill tin' llClT filtl'- 

iory. Ainiiiii; tlic i;;i.s()liiii> spcncliTs 
MTc (.'oiupi'o, Siiiir.iy, Sun Oil, 
■<t.iiKl.ir(l-Clii'\ roil, Aiiiri ifiui I'ctio- 
ina .111(1 Staii(l:ii(l Oil of 'I'cv.is. 
^l.lll\' tol);U'('() in.ikcrs iiicliuiiiii; 
\iiicri('.iii 'rol).icc(i, Hrouii \ Wil- 
i.iiiisoii and II. J. Hcvnoldf were 
.lirK (U-cp ill sviulicatioii l)ii\<<. In 
lie food catcijoiA' diic I'lKOUnlcri'd 
iK'li iiaiii(»s as l^xy'ii Potato Chips, 
I. r. Moot). (,)iiakcr O.its, Suocls, 
s'c'slli' and fCi-lloiiu's. 

M.iii\' of tliosc (nu'-tinu' synili- 
.itfil film hnycrs' arc now out of 
lis catciior) coiuiilctcly and rciwrt- 
tlK s-itisPictJ with tluMr prcsi'iit spot 
ii\iii<^ coiiunittDKMits in t(*i('\'isioii. 
lit licri- and thcro ari" pockets of 
iscoiitciit. One tliiiii; t()ila\' seems 
lear in the syiulieatioK field. To 
ear s\ iidieators as well as reuidiial 
Kertis'Ms. tell it, there are iiuleeil 
K.intaiics to aif jtiiriii<4 sole spoii- 
jrsliip of programs. 01)ser\ es \'ie- 
1 iry; "There are still reijioilal and 
^"il advertisers who euntiiiiie to 
ko full ad\ aiilaj;e of the \ aliies of 
oCrain spoiisorsliip. For exainpJe, 
'HS I'ilms recently conehided a 12- 
.irkel sale for the stale of Texas 
ith the Texas State Optical Com 
iny on Have Gun. Will Tnn rl." 
Texas State Opticiil also pur- 
i.ised AHC Films' One Step lic- 
"u/aiid 'lohiii notes that Moiitaii.i 
mcr & Li^lit "purchased our Ex- 
dition program for tiie smaller 
irkets uhere oif-netv\ ork product 
first-run. 

.Many potential repional advcr- 
or who normally would sponsor 
vt-nin SNiulication heeaiisc of 
ater identification uitli .i par- 
nlar series, now find that there 
' not m.iiu' first-run s\ ndie.itiou 



ny see good future 

'ulinc expo in IcIcviMoii niiii sviulic.itiiiii 
• d, however, vtv ol)sl.•^cle^ due l<i l.icl. 
< pmpiT tiiiif periiHls on iii.im sI.iIkmis 
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len Firestone 
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Four Star Distribution 
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Richard Carlton 
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Hal Golden 
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John F. Tobin 

V P . domestic synd cat on 
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proUi-uiis av.ulilili- lor si Ii spmr 
s<i|slii|i. adoidiii ' to (.nidi 11 I In 
lord iMi II ij till I- nrd \1iil< r 

( 'oill|1.ill\ Ml J \\ .ilti r 'I lliiiiipsnu 

Ixilinllt t\MI \l< ' \ W ll.lli llOIII (\ 

sent s \/ Sijliilll .Old S////( / ; mill r 
fill 12 iiiaikits (.ildiu .iiiii> iiiiK I 1 1 
1. 1st U I I k 

M I Ihid Kiikiii •'\<<iitiv4 




Keeping eye on developments 

l.riiii.inl Ii. I .iiip< I ,1(1 iii.iii.iiri r, I' lial 
Lliiliiic .Sims, w.iv iiiK till • III'.; iis' r il 
s\ ikIk .itiiiii iM.iti n.il Ik tliii ks firvl-riii 
>\ miIk .iliiiM iii.i\ li.i\ I ri\i\jliiiiii irfiilir' 



\ '\ev president in tli.iriXe ol s.iles lor 
I'uited \rtisls Tel(Aisioii. Int.. m 
sists the reuioii.il M(K(rtiser is |)r( s 
cut hut IS heinU limited in his 
ill'.; po\\er l)\ the kick of pri)p(r 
time pi-riiKis made .i\ .lil.ihh* to Iniii 
Hifkiii s.i\ s no less tli.iii .i (Id/i ii 
reuioH.il .Klxertisers. .ilfectetl h\ ii.i- 
tton.il .id^ertisers moiiopoli/iiii; 
time periiKis, h.i\e coinpl.niied tli.il 
t\ is discriiiiin.itinu .iii.iiiist tiiLin. 
'I"lie\ t li.irne tli.it reilioU'd .idvertis- 
ers .ire s(niee/etl out l>\ the hi.; 
l)o\ s rej;.irdless of mmiii \ N|)ent pr< - 
portion. itel\ in their reuion^ 

\i-e(irdinc to I-iifkiii li.is 
l.dked to m.iii\ rriiioii.il .uKirtis 
ers, the latt( r u ill not |iur( h.ise s\ u 
dic.iteil priHhu t until im 're l,iv r 
,il)l(> time [leriiKls .ire in.idi ,n iil 
.•l)le 

"From Sept( mix r 1 fis throu.:h 
.Septeiiiher l*)">') ^TriCKii.il i(K(r 
tis«rs luniuht I \ l\ pn ^r.iiiis m 
i )7 litie*. .ill oil ,1 i2 wii k l.j.isis, 

r!i lis liirn II I ti^t (tl 




manufacturers setting their sites on tv, 
film and equipment undergo radical adaptations 



Designed for operating economy and ease of maintenance 

Kirst sale of C..E. loiir-vidicon color film camera system was ti) \\'SM-T\'. Xasln illc. In center are T. F. Hoj-t oi C..E. (U and Jolm 
H. DeW'itt, Jr., station president (r). Others (I-r) ar<' C. A. Heyuolds, W. A. Hill, Aaron Slieltoii, and Revis Hohbs, all of \VSM-T\ 



Technology fashions film as a tv tool 



best job for the using niediuni 
With motion pictures becoming ai 
increasingly ini[)()rtant \ehicle ft)- 
the prochiction and release of m.ite 
rial for telex ision, our research h>i 
tried to meet the special require 
nicnts of the \ ideo s\ stem by devel 
oping and introducing new film 
designed to open ereati\e frontier 
in what can be produced for tv. " 

This season, at least SOH: <' 
nighttime programs and conuner 
eials ;irc again on film. So arc 
majority of iloenmentaries luul new 
shows. 

Motion pictures hav e such a ligl" 
hold on the syndication market tli; 
last \ear. .NiCIM Telestudios, 
\iili'o-tape producer, develope 
"Gemini," a s\ stem for dual prtnliK 
tion of tapeil connuercials on filn 
This was done siH-cifically to niak 
uiiition picture originals of the con 
mercials avuilable for release in li 
cnl markets. ActualK-, Gemini 
just one of a number of outlets tai' 
producers ha\e (le\eioped to find 



I r's almost inipossible for a creatix e 
adman today to dreaui up ;i com- 
mercial that can't be filmed. Sd 
many adx'ances haxc occnred in mo- 
tion picture techn()h)gy that the lim- 
its on creative leeway are disap- 
pearing (piickcr tiian \'ou can say 
"Hying man in the Ihntz ri'ut-a-ear" 
or "Ma.xwell House's cup-and-a-half 
of codi'e." 

Such cinema miracles wooUl have 
been unheard ol ten yi'ars ago, l)nt 
as the cut-back in featiui' film pro- 
duction cansi's many of tlu' film in- 
dustry's best ti'chnical talents to 
turn toward tv as a sOiuci- ol eui- 
ploymcnt, and -as advani-ing ti-ch- 
nology sharpens the tools that can 
be used, (liey are becoming incn-as- 
ingl\' conuuon. 

\li)st imi)ortant of the major 
breakthroughs that iiave occurcd in 



almost every as[)eet oi motion pic- 
ture development arc-: 

► new cohn' negative and print 
film 

^ perfectc-d camera and transmi^i- 
sion eciuipment 

^ transli-r of tape to film for syn- 
ilicateil release 

► six'cial o])lical effects 

► location shooting with little or 
m) artificial light. 

That all of this should hai)pen is 
no acciiUMit, accoriling to Douakl 
E. Ihnilman, assistant v. p. of the 
liastman Koihik Company anil heail 
of tlu- firm's Motion Fii-tiue Film 
Depmtmcut. 

"Wc, as wi'li as othei- motion i)ic- 
ture film and eiiuipment manufac- 
turers, are continually imi)ro\'ing 
our products and special emi)basis 
is gi\en to making our films do the 



.'(2 
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rcli.ihic to iclt'.isc fotit.iiic tn 

Idc.il st.iti<iiis. Most ('(Miiiniin <il 
ciiiirsc. Ii.i^ hrcfi tlic sinipK' tniiKlci 
of t;i])(' to lilni for sNiul ir;itril xr- 
Ir.isc. 

Till' (lonhn.iiK'c ol lilin ;i.s .1 tctcv 1 
siiiii pKidiK'tinii .111(1 irliMM' M'liicic 
Ikin Im'cii j'spciMlK ])r«'\ .ilriit on 
color \liii\\s or \lio\\\ produced in 
color. (In tlic hitter .mcj. .1 nnnilx-r 
III slious now rj-lc;i.scil in l)l.u-k-;niil- 
wliilc ;ir<' actii.ilK prodncctl v'citli 
color film. Tlic lorctliontjlit licliind 
tlii.N is tli.rt prodnccr.N tire protecting 
residual iinestnients. ) 

.■\s color telev ision ij.iins a Kiriicr 
sliare oi tlic nuirket (aniilli(i)i nnits 
were sold in 1902). it is more llian 
jiroliahle tli.it sliovvs oriuin.dK .lired 
in bhic'k-antl-uliite \vill be re-rnn in 
color. At the s.nne time, sonic mo- 
tion pictnre enjiiiiecrs say tli.it .1 
l)lac'k-and-\\'ln'tc print niade fron) a 
color orijiinal iirddnces better tpial- 
itv \v pictnres tliair a print made 
from a black-and-wlnte orijiinal. 

A recent example of tecbnical 
iinproN'enients in niotion pictnre 
product wbicli affects Iclex ision w as 
tlic intr(ulnctioii of l'3astman Color 
Ncuativc Kiltn. T\\n- 5151 (fall. 
1962) and iCastnian Color I'rint 
Filn). Type .5.1S.5 (sprinu. 19&3). 



\\ illl.iMi W.ide. Iie.id of tlie(.ini 
er.i (.le|).Mtnient .it UeMie Studios, 
s.lid of tlie new color nei;.iti\e. 
"Metter definition is ic.idiK .ipp.ir 
<'llt to television viewers \lso. tll( 
new iieu.itive .illovvs ns t<> rriidei 
color more .icciii .iti-K Hliies an- 
truer .iiid c<iiiipli'\ioiis li.ive .1 more 
re.ilistic line ' 

(.'oiiiiiierei.il film producers find 
tlie new iu-i;,itive li.rs improved plio- 
toi;rapliic speciiil clleets in color 
M.istni. Ill's I Iv ikIiii.iii evpl.iiiis tli.it 
"most elU'ctive special clleets work 
is done tliroiii^li some use of optical 
printiiiii — siiperiinposiiiii one jiic- 
tiire on t()|) of anotlier to create .1 
third ellect. As .1 n-siilt. the fiii.il pic- 
ture is .ictnallv .1 conipoMte. In dn- 
iiit; this, the (|ii.ilit\ of the com 
posite must Milfer. However, hv iin- 
prov'inu the ipiality of the orii^in.il 
pictures, the composite, too. is \ast- 
\y improvcti " 

i'^.istinaii complctetl the cvclc oi 
its iiniirovcti ciilor film systco) tliir- 
ini; the bev;innini: of U)fi.3. wbeii the 
firm put its new print material on 
the ni.irkct. Tlic new jiriiit film 
hcljis provitle a clearer ami triiei 
color television picture. 

Not all imiiroveinents in the tele- 
vision picture^ are traced liack to 




f^yndman stresses product improvement 

Don. (1(1 I'. llvillIlIKIK. ,<SSI\t.ll)t V p llf 

I'l.istiii.cii KimI.cL., s.iv\ ri'si-.ircli iv irm- 
( I'litr.cti-tl OI) iiK i ldiu ri <|c<ir< (III iit\ 



motion piitiire film. .Some ol tlu 
biHUest breakthroiiv;lis li.ive coiiii- 111 
the (lev (>lopineiit of c.imer.is ,iiid 
traiiMiiissioii e(|iiipii)ent .id.i|)l.il)le 
to the film medimn. 

.■\ ijootl cv.iniple of tins Ivjie of 
ciiniiiccriiiii development vv.is seen 
this spriiiii when .\MC Kiii;iiieeriim 
(ovvnetl by .\IKJ-T\') .innomued 
the ticvelopmeiit oi .i spet i.il fonr- 
color tr.iiisislorizeti vidicoii camera. 
.\HC ciiiiineers. who tievelopetl the 
unit with Ccncral MIectric. s.iv it 
results in tv traiismission of ,1 color 
motion pictiiri' tli.it is m.irkediv 
steadier and sb.irper 

C.iiidid photo<;r.iphv . loe.ition 
work with ii.itiir.il or litth- .irtifid.il 
liulit, mobile film units, tin- iiicre.is- 
im; use of photovjr.iphic spcci.il < f 
fects — ,dl thes<' .ire, is lon^ (ominoii 
.nid accepte<l 111 tlii' thi.itiii.il iiliii 
iiidiistrv .ire iii.ikiiii: tlieir iiiip.Kt 

T.ileiit is simil.iilv risiii'.; to tin- 
iK'vv film frontier "I hc motion ])i( - 
tore nnhistrv s best directors of ])lio- 
toiir.ipbv .ire now workmix 011 tel< 
V isioii series, .md 111. in\ ol them .in 
(iiiiiiiii; connnert i.iis loo 

\ll this (.111 me.iii |iist 0111 tlimu 
\s the .it tent ion of "SO v t .irs e\]i< ri 
eiice ill the cntert.iimiieiit film in 
diistrv is tiiriK'il tow.ird the .u hi< v( 
melit ol film vvliicli is b<-tti r suited 
for tv transmission prosjvits for 
tlio ii))inedi.ite future indicate even 
faster. b<'tt< r-(]ii.ilit\ tv film .md 
etpn'l.iment. ^ 




Perfected camera equipment eliminates fuzziness 

Now Ccn<T;i! Kltttn'c four-\ uiictni film canu-r.i ^\^t^■ln pruvuio iiiiiv<stiiit!v vii.irii 
"id cict.iilt'd pieturoN !)>• use of fourth \i«ficT>n for !i<iiiiii.iiu <■ .iiul pulnn imtliiic 
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Bank commercials don't have to be dull 



Chase Manhattan reports many requests for tickets, maps, 
as viewers praise bank's World's Fair commercials 



THE World's F'air still may be nine 
months away, hut at least one 
advertiser is making eertain it won't 
get lost in deluge of publicity next 
year. With a fast nmning start, 
Chase Manhattan Hank has launeh- 
ed a full scale advertising campaign 
promoting The Fair. 

And in the "early bird " tradition, 
the campaign is drawiiig results. 
Advertising c.xecutiN cs at Ted Bates, 
the hank's agency, sa\- letters on tiie 
eoinmcrcials, and recpicsts for tick- 
ets and information are arri\'ing at 
a gratifying pace. Unashamedly, ac- 
count supcr\isor John Howard re- 
ports "The I'air is New York and 



Chase Manhattan is N'ew York. It 
was a natural tie-in." 

The current commercials, which 
represent the first major publicity 
not placed b\- the Fair, l)egan 16 
jnnr and will end 31 August. 

At present airing of minute spots 
is on six \ew York tele\ision sta- 
tions 40 or 50 times a week. Since 
\ irtually everyone who earns inonc\' 
is a target for the bank', Chase buys 
are made on the cost-per-thousand. 
Sports, variety, and movies are best. 
The e-p-m avei ages $1.61, but any- 
thing under S2 is considered, ac 
cording to Howard. 

Bates has b;id great success with 



network "scll-offs" for Chase Man- 
hattan. Naturally, thesr buys are 
made at the last minute, but ae- 
coimt executives don't care when 
they get a good buy. Wide Country, 
for example, \irtuall\ Jast on the 
Nielsen scale for national v i»'wer- 
sliip did better in NVw York. Meet 
Tlie Press, another sell-off. was also 
considered a good buy because it 
reaehes an audience which might 
not be regular tv viewers. 

Howard believes the commercials 
are the most exciting Chase — and 
the banking industry' — has e\er pro- 
duced. Certainly there is more in- 
herent mONcment, sound, and ex- 
citement in the Fair than in auto or 
home loans, he admits. 

Graphic action is backed up with 
fast-moving music featuring a wom- 
an's voice. The two elements com- 
plement each other. For example, 
a graphic zoom-in is accompanied 
hv a musical crescendo. 




Peace and friendship go hand in hand 

lfii<lorlyin« i<lpa of commercials is "Yoii liavi- a frioiul at Clmse Mauliattaii," but major part o( spots show <-\citinn tonstriiction nt 
World's I' air, inclutlinu modds of halls of science, art, and the I'liisplierc — symbol of world peace through understanding. 



Spots show construction in prog- 
ress and di.ssolw int(> a model of 
finished exhibit. 

Produced by Sarra, the ci)nnner- 
tials open with "Vew York is a 
uKMidow making way for a miracle 
. . . a miracle being pounded into 
shape." The camera then shows 
biilldo/.ers, piledri\ers, steelmcn, 
welders, mid rigger.s at work. "Next 
spring," the eop\ reads, "the {"air 



will open to greet over 100 million 
visitors. As New Yorkers we invite 
all to come to the Fair." One high- 
light is the steel outline of the Uni- 
sphere, .symbol of the Fair that ex- 
presses the basis theme, "Worlil 
Peace Through Untlerstanding." 

Through the eonunereials view- 
ers are in\ ited to \ isit any Chase 
Manhattan office for World's Fair 
information, free maps and redue- 
ed-rate admission tickets. (Cul-rate 



admission tickets will end in Feh- 
rnary so as not to undercut Fair.) 

End of commercials uses faniiliai 
line, "l^ememher, \ ou ha\ e a friend 
at Cha.sc Nhmhattan. ' You have r 
friend, says I loward, is not just r 
tagline but the entire theme of com j 
mcreials. 

The new Fair connncreials de 
li\er about four million message; 
a week t(i the New York market 
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Stt l.ir lli<-> li.i\<' .ICC ilivl lor 

ImhiI -KTc of li. ink's sixil sclu'diilc. 
Hill (:ii.is<- Nlill li.i"; 1(1 k<< l> "ip 
ami s.i\ inilN coninKTci.iK. Tin- 
HTil'^it lor all MTxiccs cli.iiiu<'s 
tUKilli to inoiilli. Ill ScptcniliiT, lor 
ns.iinplc, iilioiil 20 (o 2.")' t of {'liiisc 
llniili.ill.iii N acKtMlisiiit; liii(lu<'l \\ill 
yt into clicckiiii; iiccoiml .si)<)ls. .is 
h.it is the time ulicn iirc.ilcst niim- 
Kir of ix'opic ()i)cii lip new I). ink 
Ptixiiils. 

C:Imm' M.mliallaii is 100'": -Iv-ad- 
t»rtis«'(l when it comes to loans ami 
..tifnijs, There is little Iv can't 
itiidle. Ilouanl says. N'euspapt'r 
tb nrc nseil only when .i service" 
s nlh'red that is loo c<unplicate(l 
tt I'vplain on television. (Cinnplon 
iiKtilles the Chase Manliallan ac- 
ntiiiit for Irnst, corporate, .iml eor- 
I'Sjjijiulend adverlisiii!!. ) 
fti'fore Hates look over ihe h.mk'.s 
cl.iil' advert isin;.: accoiml, all media 
UTi* used, with i;real emphasis on 
irifil, Tv is lunv the (i\'erall trend. 
Vki's four n)ain competitors — Ca'ly. 
Jih'itiical, .Manufacturers IIano\<M' 
rsist and Hankers Trnsl — also ar<" 
nM%y in IV. 
Cli;i.se Manhattan has two rea- 
tiiis for helie\"ini; that its l\-orien- 
itiim at retail le\ el is siicccssfni. 
The hank's ainmal pem'trati<)n 
liitly, insist iin» of 1,0(K) inler\ iews 
itliiit; a balance of the population 
till' fi'\'c horonnhs, indicates that 
ifre li;is heen major increases in 
I!' [H'i)|ile's kno\\ledi;e of Chase 
Ltniiiiltoii attrihntahle to t\ ad- 

\1sc». last s'ear. and so l.ir this 
ur, Cl>;ise .Manhallairs ret.iil ser\ - 
' li;is increased. Uohert Keim. 
.Iverti'sinu olfici'r at the hank, s.iys: 
hit share of market hoth in sa\-- 
.in(l clu"ckini; accounts has coii- 
h iiiiiMisly i;<)m' up since u<' started 
tv. Naturally llu re are many 
(tiprs involved, hut we feel that 
ir >in ces.s is at least in part atlri- 
ii!,it>lc to oiir adv<'rlisini.; slrat<'i;s 
(Jiai.r Manhattan is continuinu 
pttVtcy of featnriii<: New Yorkers 
H t^|)R;d seltinjis. The World's 
■ *iir rmiimerci.ds pro\ ide .i report 
I the iirL)ur<'ss of the I'air as well. 
I'nr more on Chase Maiih.itt.in 
f the h.mkinu indnstr\ see 
links .Iff np in the air uith hi<; 
"iiietinn. " S April, t ^ 



Delta Air Lines and S. C. Johnson 
make plans for World's Fair 



Willi in.iiiv r.idio and t\ adsei- 
tisers hiiil(liiiile\liihits at I'liisli- 
inc .Me.idow (see si'ovsou, 21 Jaiiii- 
ar\'), a host of r<'l.ite(l hroadctisl 
tie-ins e.ui Ix* evp<'eted. Not far h<-- 
hiiid (^hase Manh.ittan in pn'para- 
lioiis an* a miiiihi'r of other com- 
panic's. 

.\inoni: plans rele.isc'd l.isl week 
Were two of radio-tv inl<'r<'st. One 
from Delta Air Lines will he ili- 
rected toward \()nin;st('rs. 0<'lta is 
introdncinii a Travel .Stamp Pl.m to 
help accnmiil.ite funds for .i pack- 
aye tour of the I-'air. Stamps, in 
$1 denominations, canix' purchased 
at Delta offices, and other locations 
such as trawl agents ami hanks. 
Mlauta, New Orh-ans. and lions- 
ton are initial tarnets of the promo- 
lion, to he expanded latt'r, dcsiniunl 
to hnild an inter<'st in a 'P''>' m^^^'. 
ilo later" i(l<\). 

Hadio and tv will he used, as well 
.IS mnvspapers. C'onnnc'rcials nsiiii; 
siih-teen situations and appeals will 
he fealiin'd. 0\erall tlieme of the 
promotion: "Co hy air to tin* 
World's Fair, take a Delta j<'t there. " 
Hroadcn travel market 

"Wi- reuard this approach to the 
snhle<-ns inark<'l as heimi construc- 
tive as svell as oriuinal." (^eorue K. 
Hounds. Delta ail manager, s.iys. 
"We are broadeniii',: the tra\el m.ir- 
ket as iirued hv tlu' Ci\il \eroii.m- 
tics Hoard, and hv hreakim; new 
Uronnd are presellim; air travel to 
.in onconiinil ijeiieralion of poten- 
tial pa.ssemiers. Creative elemeiils 
of the cainpaiun are heim; li.indl<-<I 
hv Delta's acencv, Hiirke Dovvliim 
Ad.im.s. 

Heavy tv user S. C. Johnson, the 
onlv- mannf.ictiin*r of lioiist hold 
prodiK ts constriiclim; its ovv n p.iv il- 
ioii (see illiistr.itioii 1. reixirted on 
hiiildini; progress aixl pi. ins 
Thonch evad adv ertisiim pl.ins 
won't l)e d< iide(l nntil tall. S C 
johnsoii li.is sel<-cted HliiIoii 
Howies to h.nxlh' r<'l.iti (l World's 
I'.iir .u tiv itv 



Hepoils johiison pri-si<l( 1)1 How- 
.nil .M I'.K k.ii'd: "\\ c (iinsidcr tin 
I'.iir .IS ,1 nie.iiis o| cst.ihhsliin',^ i 
( los( r rel.itionship with inslonii r 
.111(1 fri<'iids tliroiii;lioiit the vvirld 
trust and patron. ii^e ()V<'r the 
vears has coiilrihiiled to the sue (■< ss 
of Johnson Wa\." 

I'hoiiyh the Johnson p.ivillion will 
li.ivf its own f)<K)-seal tlie.it<T, lln' 
sel-np diH'S not inclch- a st.i^e which 
inijuht he used for tv originations, 
nor have tv f.icilities in the p.ivilion 
l)i> (•<>iisider<'(l. The tlie.iter will Iw 
used mainly for .i film present. ition. 

Till' l.ick of <lirei-t hroadc.isl oriu- 
iiialion from the I'.iir dix-s not pr<'- 
cliide however, .i miinlxT of com- 
iiierci.ils heiim iiit<'i;ral<-d to tin- 
I''air tlienu* or proniotinn. In f.iii. 




coniiiKTci.ils with I'air ti<'-ins .ire 
Ix iiiU coiisiilered. S. (.'.. Johnson is 
.ilso planniir.: in coiijimetioii with 
(li<- I'.iir .111 mterii.itioii.il onifi ri iu 
ol .ill of their i-omp.mi<-s in Ni vv 
V.rk. 

CoimiK ntim; on tlx- Jolmson e\ 
liihit itself. r.uk.ir<l s.iiil. Tlx (lis 
pl.ivs .01(1 <-\lnl)its will offer imi 
thinil of v.ilne to ev<-rvoii( fr m 
lioiisevviv<'s ,111(1 other f.iiiiilv mt in 
IxTs vv lio use onr prodiu ts lo n (.iil 
<'rs. lo hiisiix ssnii II win .in iiis 
t>>ni< rs <i| our si rv u i pr ulm Is div i 
simi I li<T< 11 .lis.) Ix sii<'M il .illr.ic 
Iil IIS liir 1 liildn n ^ 
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Gift product finds spot tv the answer 

Western Union CandyGram came out of tlie doldrums and into 
sunny sales weather with the aid of a well-tailored spot television plan 



To THE st'r\ ices ofFen^tl by Western 
Union — money orders, Howers, 
l)irtlKl;iy greetings, ete. — tliere's n 
siieeessfiil neweoiner, eaiuly by 
wire. CandyGram, ealled "tlie 
world's sweetest gift by wire," is a 
box of elioeolates (leli\'ercd with u 
telegram. One ponnd costs S3, two 
poniuls S5, phis tiie eliarge for the 
telegram. 

Tiioiigh a fledgling four years 
old, tiie franehisc operation of 
Western Union is beeoming popu- 
lar, tiianks to an assist from spot W. 
For CandyGram, tiie turnabout has 
eome (iniekly, for barely a year ago, 
the pieture was bleak. 

Western Union CandyGram's 
previous advertising ageneies, 
Heaeh, MeClinton in 1959, and 
Young 6c Hubieani in 1960, relied 
exelusively on print media to sell 
the eompany's prod net, and 
$5()(),()(K) was spent im advertising 
with limited sales results. 

When Cole Kiseher Uogow took 
over advertising in 1961, they felt 
that Western Union CandyGram, 
with its market penetration "praeti- 
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eally ml," was badly in need of a 
potent advertising eampaign eapa- 
ble of giving the eompany the nee- 
essary shot in the arm — and fast. 

The agcney eame to the deeision 
that spot tv eon Id very well be the 




Plays a dual role 



Mar\iii U. Cole, a.s president of Western 
Union CandyC-rain and cliairnian of the 
l>oard of its ajicncy. Cole Fischer Hogow, 
};iiid<(l the eoiiipaii) into tv and success 



answer to Western Union's Cand) 
Gram's problems, and schedule' 
spot tv test campaigns in L(, 
Angeles and Detroit. The tests i 
May 1961, used minute spots i 
early evening niox'ies to promdi 
tiie sending of CandyGrams f( 
Mother's Day. The result was "< 
aeute jump in sales. " The effectiv 
niedieatioii had been found, but tl 
patient was weak. Siinimertini 
eon.sidered a poor selling time fi 
the produet, was at hand. 

Thf^n, in February 1962, Marv | 
R. Cole, while continuing as cliai 
man of the hoaril of Cole Fiscli 
Hogow. took o\er in addition We,' 
em Union CandyGram, and bi 
eanie the company's new presidci 
Cole believed in the product, ai 
in the success of the brief spot 
test campaigns Cole Fischer Hogo 
ran .sonic months previously. I 
first order of business was to ini 
ate a full-scale spot tv cainpaic 
which got under way in seven ir 
jor cities as an advent to Valcntiiv 
Day. This effort proved beyond . 
shadow of a doubt that tclevisi' 
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«\is llif k('\ tti sti'ppcd-lip s.iU's 

hi li.istt-r ol I')r>i2. tin- iii.irki t list 
w.is cvp.iiKlfd III .■>(> iitij's. .(11(1 (III 
MotliiT s l).i\ lo .")() cities Mdtlicr s 
l),i\ ol tin's Nc.ir foiiiul tlic ciiii 
p.iii^ii niiiiiiiii; in niiiic tli.iii SO 
iii.irkcts 

("die s.i\s tlic iisimI pi. Ill now is 
lo sclicdiilc Iroin 10 lo 70 spots per 
station (liiriiii; tin* lour (l.(\<i jirior 
to .( k('> liolid.iv Minnie spots .ire 
mil tlironi^liont tlie (l.i\tiin(> .ind 
iut^iittiine, on one or tuo st.itions in 
Jill in.irkel. 
Tin's \e.ir tlie eoinp.nix cvpcels 
1(1 speiiil .ipproxini.itelv S:2,")<).000 
lor iIk- Ifi il.i\s its s.itiir.it ion i-.nn- 
>.iii;iis .lie .iiri'il — the tour d;i\ s 
x'fore \';lleiit in(.' s iC.isfcr 
\lotliei\ l).i\. .111(1 (niristm.is. The 
oiiip.di)' (loos not pi. (II to .uKcrtise 
liiriiiH the slow months. Jiiiie 
lir(iiii;li Oi'tdher. 

The W estern I'liioii ('.iiidx Ci am 
lictnre lias hi ii;liloiied considcr- 
liK siiife thnt first spot 1\ \cntiirc; 
low Western I'lnoii phones .ire 
imiiicd with (-.ills lor CandyCir.ims 
rior 1(1 liolid.ixs. aiul the eompaiu' 
fontempl.itini; exp.mdinu its line 
(1 include a new c.nuK' product 
specially siiit.ihlc for childn-n — 
sid(l\(^ranis. On \'alcntine"s l)a\, 
".aster, .ind Mother s I)a\' this \car 
Wstern L'liion offices in 1 I cities 
.m out of cand\'. nnd new sopjilie-i 
lad to 111' shijiivil to them lu air 
>.(les li.iM- increased TO*"' ilnrin'^ 
hi- jList year. The animal s.iles \nl- 
ine .is (jf Decemlier U)fil. Ix-iore 
ica\\- t\ use. was S-l<M).t)()(>. In 
I'cenilicr 1962 s.iles li.id ji united 
^1 SSSO.(K)0, and this \ear Cole an- 
iciiLites a liirtlier rise to Sl'j mil- 
i)n. Cole sa\ s, "Spot tv is our oiiIn 
icdiiim. .111(1 will continue lo lie. 
\e li.ixc found tli.il television is 
lie (ine .idvertisiiii; medium tli.it 
•rodiices the ipiiekesl and most im- 
H'diale sales results for its." 
I'erh.ips most intfreslini: is the 
•siiiiial \ahie of the iv drives. I'or 
iirin'4 the valley periods, w hen no 
l>(ils are on iIk* air. the C()ni|i.in\ 
.(s experienced a 'I'l'"' increase in 
verane s.iles. Cole indicates the 
(issihilily of unuhi.dly forsakin<; 
ic four-day camp.iiiiiis and de\el- 
pinc l.'Vwcek dri\es instead. I'or. 
Itliounh the four ke\' liolida\s .ire 
rossed in the ad\ ertisini; pi. in. ,md 




Prelude to hopped up sales 

l'rc-l-".istcr (•(iilliiiiri-i.ii, scliciliilcil in s.itnr.itioii pl.iti fur Imir <li\s Iwtciti tli> lot 1 1\ 
fcitdfixl \<-t<T.iii .iiiiioiiiK rr I1<m \\ iKiiii .mil -ili nt r.ikixli r.ililiit iiiti lime ' .in K(.riiis 



the c.hkK lio\es .iie she.ilhed in 
.sleexcs ajipropriatcK desi'.;ne(l for 
each holiday. ('aiuKOains .ire of- 
fered for sale all >e.ir round. Tie- 
hetwecn-holid.iy p.ii'k.itie {('.itiires 
.III .illraelive liriulil red .md while 
sleexe. 

The 106.5 coininerci.ils .nc Im- 



iiioroiis slop-iiiotinii priidnclioiis 
le.iliirim; well-known .iiiiioiiiu i r 
Don W ilson on c.imcra In the \al- 
enline s ( .iiiipaiuii. Don w .ts 

the sole pcrlormer. K.isler found 
hini with .in .iiiim.itcd r.ihlnl .ind 
his c.iiiip.iiuii in tiie Mother's |).i\ 
edort \\,is "Whistler's Mother ' ^ 
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Before holiday orders flood in 

M.ifi.mcr \l *<iiiitli of \\f.lrni I nion ^<rk Crifiil f'lMtril lirii ii il < lli i iki 

iii\i'iit<ir> to iii.ikc •.(ir« fro /i r oiii- of ('(. <oii | » 'O'l li \- n 4>t>>i<ui' » n '* 



ANOTHER VALUABLE 

ADVERTISING 
OPPORTUNITY 

ON WNBC-TV 

NEW YOR K 



"ORBIT" 
PLANS 



Deliver greater reach 
of u n d u p 1 1 c a t e d 
homes and greater 
cost efficiency than 
across-the-board 
spot schedules. 



HERE'S HOW THEY" WORK 

YOU BUY a fixed schedule of 
four 20-second prime-time an- 
nouncements in four weeks 
each one in a different time. 

YOU GET good average 
weekly ratings 

PLUS a four-week cumulative 
rating which will give you an ex- 
cellent cost-per-thousand for 
a wide audience. 



IT GIVES YOU MORE FOR 
YOUR TELEVISION DOLLAR 

Ask your WNBC-TV or NBC Spot Sales 
Representative for complete details. 



WNBC-TV 



TIMEBUYER'S 
CORNER 



Media people: 
what they are doing 
and saying 



Windy City proniutioii: iVeeclham, Louis 6c Brorljy (Cliicago) has upped 
Bill Beyer to fiill-flcdgccl tiinobuycr from his foriiior position as media 
analyst. Bill replaces Mark S. Okcn, wlio is now with the Footc, Cone 
6r Bcldinjf (Chicago) media department. 

More Chicago news: Larry A. Olslian, Tatham-Laird media manager, 
will join Footc, Cone &c Belding as assistant media siiper\'isor 12 Aug- 
ust. Larry iiandles the Abbott Laboratories, General Mills, and Ovaltine 
accounts at T-L. J lis future account responsibilities at FC6cB have not 
been disclosed as yet. 




NEW YORK 



"Battle Line" screening draws buyers 

Anions the hiiycrs at Official Films' preview of new tv series, which tells \yoth side- 
of World War II battles iisiiiR actual films, are (1-r), I'hil Stiniiho, MeCann 
Krickson media supervisor; Helen Thomas. Street & Finney v. p.; Larry Lxo' 
N'ornian, Crais 6< Knnnnel assoc. media dir.: and Xocl Becker, Complon tiniebuyc 

From Pennsylvania: John R. Mooncy has been named media dirccto: 
of Fuller 6c Smith fic Ross (Pitt.slmrgh). 

"Battle Line" screening in New York: Amid the crush of bu\ ers attend 
ing the new t\' .stirics presentation, the COHXEH saw .Marv Glasscr 
DCS&S; Betty Nassc, Joan Stark, and Bill McDonough, Crey; Die! 
Kaplan and Ed Nugent, D'Arcy; Martha Thonian and Ron Grathwohl 
J. Walter Thompson; and Ste\ c Dieklcr, McCann-Marschalk. 

What's doing at Lennen Newell (New York) these days: Franl 
Ilowlett, formerly assistant media director in charge of broadcast buV 
ing, has been iipped to associate broadcast media director, rcportin; 
to media director Herb Zeltner. And, as reported recently (TI.ME 
BUYERS CORNER 24 June), Bob Kelly, the 1963 SRA Silver Nai 
Award winner, has been elcx'ated from senior broadcast buyer ti 
assistant media director in charge of sjiot buying. 

lA'isurely nuise comes through: All faithful CORNER readers, cast yon 
thoughts back to the IS March column, and you may recall a photo o 
Ted Bates (New York) buyer Dan Monahaii being clobbered by 
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The Swanco Stations Group 
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t CO., inc. 



AS ITS NATIONAL SALES REPRESENTATIVE 
FOR ALL THE 4 SWANCO STATIONS 

KRMG 

TULSA. OKLAHOMA 

KlOA 

DES MOINES. IOWA 

KQEO 

ALBUQUERQUE. NEW MEXICO 

KLEO 

WICHITA. KANSAS 

To buy the stations with showmanship, salesmanship and leadersh'P in their 
market areas, get the complete Swanco story frcm your local East Man 

people who listen like it . . . people who buy it, love it. 
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goes three times farther 
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the pioneer station 
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Tampa - St. Petersburg 
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siiiiiclagh held in the pretty little hands of a fine Irish International 
Airlines colleen — this column's way of bringing St. Patrick's Day and 
W'WLP-TV's (Springfield, Mass.) lOtli anniversary to \-oiir attention. 
Well now, only this day did we recei\'e a genuine poem inspired, 
indeed; by this very same photo. Another Hates buyer, Frank Thomp- 
son, created this l()\*ely thing which brings up the (jucstion, who's got 
that shillelagh? Frank's poem: 

Station's got tbcir promo; Monalian's got bis pride. 
Shillelagh was presented — where does shillelagh hide? 
The airline's girl has gone away. Photographer disappeared too. 
And with them went St. Patrick's club, leaving only a photo clue! 

Buyer makes a move: James Alexander is now with Fletcher Richards, 
Calkins 6c Holdcn (\ew York) as media group super\'isor, a newly 
created position. Jim's primary responsibility is the Eastern Airlines 
account. He was fornicrlv assistant media director at Lennen &• Newell 
(New York). 

In New York: Helen Sielicki has been upped from assistant media 
director at J. M. Ilickerson (New York). Helen has been with the agency 
for 10 years. 

Back from vacation: Ted Bates (New York) timebuyer John Catanese 
has returned from a two-week hiatus at Long Island's Atlantic Beach 
with his wife and three sons. John buys for C. Schmidt & Sons (brew- 
ery) and Scott paper. 



Hope Martinez: in the cards, better buys- 



1961 SRA Silver Nail Award winner Hope Martinez will mark her 18th year 
with Batten, Barton, Durstine & Osborn (New York) in October. One of the 
best known buyers in the industry, she was born in Spain, educated in 
New York. She began her business career as a bookkeeper with the John 
H. Eisele Co., New York building contractors, switched into advertising by 
joining the BBDO accounting de- 
partment. The agency later ad- 
vanced her to media buyer, and she 
is now media supervisor on the 
American Tobacco, Armstrong Cork, 
and Famous Artists accounts. Soig- 
nee and unruffled in the midst of 
a hurried schedule, Hope took time 
out to discuss the evolution of the 
radio and tv rate card. Hope says, 
"From the time I started buying to 
today, the broadcasting industry 
has made tremendous strides in 
simplifying rate cards— to the ex- 
tent that it's a lot easier to buy 
today. For example, most stations 
now sell on the basis of packages 
—making a buy more economical 
than before, and making quantity 
buying simpler. This adds up to 
many advantages for the client." 

Hope is a member of the Advertising Women of New York. She and her 
husband, John Anzolin, and daughter Claudia make their home in Forest 
Hills, Long Island, New York. 
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GETS THROUGH TO BUYERS 





BETTER THAN SPONSOR 
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And even he'll admit he can't be in as man y places as often. Give your rep all the 
support a good SPONSOR campaign can be— increasing call-letter recognition; warm- 
ing up the welcome; making salient points; avoiding a lot of introductory hashing. 
Why SPONSOR? Because it's the most important 1/4" (sometimes 5/16") in broadcast 
buying. Because it leads — with the top-of-the-news . . . depth-of-the-news . . . trend 
of past and present . . . outlook on tomorrow. SPONSOR supports the sale, feeds the 
buying mix to help make each buy the best possible . Like your buy in SPONSOR, 
the broadcast idea weekly that squeezes the air out, leaves nothing but air \r(. 555 
Fifth Avenue, New Yofk 17. Telephone: 212 MUrrayhill 7-8080 
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COMMERCIAL 
CRITIQUE 



Trends, techniques new 
styles in radio/tv 
commercials are evaluated 
by industry leaders 



Tried and True . . . WNEW 

By AUSTEN CROOM IOHNSON 
Along with s<i m;riiy others, I 
would like to offer my eoniphments 
to W'XICW now eelehratiiig its 3()th 
anniversary on the air. If any radio 
station deser\es to he called an 
'independent', it's WNEW . . . and 
not just hecause of its non-affilia- 
tion with a network. They ean truly 
claim to have pioneered the per- 



The grent peisonalit\' hehind 
WXEW was undouhtedly Berniee 
"Tudie" Judis (Mrs. Ira 'llerhert). 
This gifted exec is now operating 
WWVA's 50,000 watts. She origi- 
nated W'NKW's successful format, 
and really put the station on the 
1)ig-time radio map. Therefore I 
feel that nny congratulations would 
he incomplete without mentioning 




prettiest girls love 

HOFFMAN 

-natura//yl 



Print ads tie-in with radio spots 

HofFnian uses tlu-ir "prettiest Rirl" tlicmc iif l)us streamers like this one, as well 
as on tlic airwaves. Tliis moppet sings without accoinpaiiimeiit; tlie effect is charming 



sonal ity - emece - with - rccord.s, and 
the policy of good pop mu.sie, 
along with public service and 
news. They were always first with 
the "firsts." Indeed, the very first 
uuisical i.d. using station call letters 
was uTitten hy Kent & Johnson for, 
wlio else? . . . WNKW. These fa- 
mous call letters are still adver- 
tised in jingle form with the kind 
of musical thinking and taste that 
I find missing so often in commei- 
eial jingles. The notes that arc set 
to "WNIiW. New York" serve as 
the hasie theme for any musical 
mention of the station. There are 
many variants to cover the names 
(xl station personalities and hroad- 
east services, and all are modern 
inter(^.sting, and recorded with 
imagination and taste. Some are 
sung, others are strictly instrn- 
mcnlal, hnt the result is always a 
rcuiinder thai Non're tuned to 
elcx-en-lhrec-o. 



"Tndic," and offering her a large 
share of the plaudits. 



These days when the quality of 
recording is so good, and when 
lii-fi is the order of the day, it is 
amazing to find the following con- 
tradiction in operation. A radio 
eommereial is prmlueecl on tape, 
then mastered for pressings to he 
sent out to the stations. On receipt 
the station rc-reeords from the 
pressing hack to tape, to suit the 
particular tape-cartridge system 
which the)' use for actual broad- 
east. The loss in viuality that can 
occur in the.sc re-recording steps 
ean almost negate the efforts of a 
first-class recording studio to turn 
out faithful reproduction. Strict 
(pialit) control clown the line is 
almost an imjiossihilit)". Since more 
and more broadcasters are using 
the tai)e-carlri(lge system for trans- 
mission, it 1k'1u)o\'c.s the interested- 



parties to find some way of stand- 
ardizing this procedure. I would 
like to suggest, while on the subject 
of broadcast qualit>', that it would 
he well if agencies made a practice 
of seeing that stations using turn- 
tables were supplied with one or 
two clean pressings to replace those 
that are worn. A high scratch-level 
resulting from wear is an irritant, 
damaging advertisers' message. 

Usually the voices of moppetry, 
and those growTi-ups who profes- 
sionally imitate them for the pur- 
poses of advertising, gi\e me an 
acute ease of the megrims. Not so 
the tvvo in-tuners who perform for 
the Hoffman beverage people in a 
pleasant reminder of their wares. 
At last, I think, this pop factory has 
a musical eommereial with a real 
chance for continuing success. The 
two tots sound natural, singing 
jingley words to a jingley tune. But 
it's the presentation that makes the 
little song so attractive. Somebody 
had the good judgment to know, 
not what to add, but what to lea\e 
out. In other hands they might 
ha\"e wl'iecled in an orchestra and 
ruined the whole effect. As it is, 
"The prettiest girl I ever saw, was 
sipping Hoffman through a straw" 
was sung without accompaniment. 
In this ease the suitabilit>' of such 
a decision is home out hy the 
added flexibility allowed the lis- 
tener's imagination. The locale is 
not confined — the kids could he 
singing almost anywhere. I find the 
jingle plausible and likeable for its 
simplieit)'. 

In complete contrast, there is 
another youthful call that echoes 
aroimd a sausage eonmiereial you { 
may have heard. It make me want 
to head for the hills to seek the 
kind of solitude where little sau- ^ 
sages .still walk aroimd the fann 
on four feet, happy as the pro\er- 
hial pink pigs in the sunshine. They 
never heard of .Mr. Parks' porker)' 
... I w ish 1 hadn't cither. ^ 
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V GOSPEL TIME' DELIVERS THE TOP RATINGS 



r 




Atlanta 61.1% 
Chioago 31.4% 
New York 19.0% 
Charleston 62.9% 
Memphis 58.9% 

PULSE 1963 



11/ GOSPEL TIME' REACHES A $20 BILLION MARKET 





V GOSPEL TIMr IS AVAILABLE IN YOUR MARKET NOV^ 

t cost per thousand that is considerably lower than a comparable radio buy 




GOSPEL TIME' DELIVERS A LOYAL AUDIENCE FOR YOU 

>Pe-half hours available. All featuring the outstanding Gospel singers and leadmg choirs in America. Or 
JS'tape. Now in production: 26 additional half hours. Fully sponsored in 24 markets. Additiona i a q 
if^ts are still available. All markets available 1964 season. For further information contact Len Sait. I.w.u 
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NEW BREED locks up 
ARB' rales NEW BREED lop syndicaied 




LA. 

hour in 7-sialiop oiarkel! 



AND 
N.S.. 
AGREES 



PRIOR PROG 

Dec. '62 


NCW brceo 

May '63 


SAT. 9:30-10 :30 PM 


3.2 


8.3 


RATING 


6% 


15% 


SHARE OF MKT 


90,500 


208,200 


TOTAL HOMES 



VARIEIVS ARB'S JULT 10. 1963 



The New Breed — a different kind 
of show about a different kind of 
cop. It had to be great to make these 
headlines. It has to be great for your 
station's ratings. 

ABC FILMS, INC. 

1501 Broadway, N. Y. 36 • LA 4-5050 

360 N MICHIGAN AVE.. Chicago, ill /an 3. 0800 

190 N CANON DRIVE, BEvERLT HILLS. CALIF /NO 3 3311 



'WASHINGTON WEEK 



News from nation's 
capital ot special 
interest to admen 



i^i^ The FCC will try n clnlrvoyniit look Into thu luturc of Atncrlcfiii c om- 

pet it ive tv during a noul-senrchinf, henrinp, on *'hethe r the now I'fini ou-. 
VHP drop-ins in 7 two-VHF markets should be allowed or di sail owed. 

The commission wants the 19 September hearing to concentrate largely 
oil best policy to improve network competition ; the eri'ect of drop-ins on UHF 
growth ; the pros and cons of a dual VHF-UHF operation, with the VHF hall" to 
end at a fixed date. 

Staggeringly, the FCC also wants educated guesses on how things will 
ultimately work out with the drop-ins, and without. In either situation: 
how long would it take to develop maximum competitive tv service? How soon 
would third stations get going in the seven markets? 

Legitimate participants will be those who petitioned reconsideration 
for the short-spaced VHF's (ABC and would-be applicants) and those who 
opposed petitions for a second look. 

FCC Cmnr . Cox absta ined from the vote on the oral hearinp,. in view of 
AMST challenge to his participation in drop-in decision, but he is 
expected to be on hand for all future act ion. 

FCC counsel is preparing an answer to the Association of V.aximum 
Service Telecastexs * claim that Cox should stay out of the matter. General 
view is that AMST argument stretched legal technicalities very thin. 
Answers from ABC and a number of applicant broadcasters said there was 
neither statutory nor precedental basis for Cox rule-out, and A.V.ST had 
itself complimented Cox on his impartiality and his integrity. 

Maj_or feature in new allocat i ons loo k for F.M radio service fro m FCC 

v iewpoint is wide-area nightt ime coverag e which AM service fai Is to 
achieve across large stretches of the country . 

Major feature in industry's concurrent fm plan is National Associa- 
tion of FM Broadcasters' timely program for strong, solidly researched 
ratings, market by market, for fm, to pUll regional and local advertising. 

Traditional long-hair characteristics of fm and fm stereo program- 
ing will have to yield to less strictly classical appeal in bid for well- 
educated, well-heeled but more esoteric young marrieds who are flocking 
to good listening at home and en route. 

FM ' s orderl y growth via table of allocat ions , and its future as a 

programing service independent of am but compl e mentary to i t , is a 
project strongly favored by FCC Cha i rman E. W'i 11 iam Henry. 

New allocations plan will permit approximately 2,830 fm channel 
assignments in 1,858 communities across the country, effective 11 Septem- 
ber. New applicants will have much the same rules as for tv assignments. 

Specialized programing in multiple fm markets will be acceptable 
but — Henry has warned fm broadcasters not to overdo it by concerted rush 
to program for the same listening segment at expense of market diversity. 
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SPONSOR WEEK | Advertisers and Agencies 

Sure, advertising is propaganda — 
but it's vital to freedom, says Downs 



"N'othiiig can he fairer or more 
moral or more a munifestation of 
freedom in a free land than exhort- 
ing; people to purehasc and try a 
produet when they are free to pur- 
chase and try others," says NliC-TV 
personality Hugh Downs. He also 
notf s tluit "the aspect of commun- 
ism most in reverse gear is its atti- 
tude toward buying and selling." 

Downs voiced his support of the 
role of advertising while serving a.s 
guest speaker at commencement ex- 
ercises for 400 salesmen who attend- 
ed the Alherto-Culvcr College at 
Chicago's O'llare Inn, die com- 
pany's experimental national sales 
meeting, organized as an intensive 
school program. 

He told the assemblage: 'It gets 
migiitiiy boring to me to hear peo- 
ple who have read an expose hook 
give utterance to the cliehe that tv 
would be better if there were no 
eomiHcrcials. E\'cn if tv would be 
better withoujt commercials (which 



it would not, since the prime alter- 
native of the free-enterprise system 
of broadcasting is government-con- 
trolled or government-subsidized 
broadcasting, and without the stim- 
uhis of competition it would sink 
gradually or rapidly toward inferior 
cinality), the country would not be 
better." 

Downs said that while it is true 
that advertising is propaganda, "the 
plurality of persuasions that make 
up diverse ad\'ertising propaganda 
is of the very fabric of freedom for 
the people at whom it is aimed: 
they remain free to try the product 
or to reject it, or to try it and reject 
it, or to try it — and finding it of 
passing excellence — to stay with it 
Nothing Jefferson, or Tom Paine, or 
I'alriek Henry ever dreamed of is 
freer." 

"\Vc are all in die same business," 
Downs told the salesmen. "We sell 
. . . It is not unrealistic or overblown 
for lis to feel we not only do a scr\'- 



ice to oin product and our cus- 
tomer, but to the ver)' continuum 
of freedom thirt forms the atmos- 
phere and life-breath of a democ- 
racy." 

However, he stressed they have 
more in common than just being 
salesmen: "What we most impor- 
tantly have in common is a condi- 
tion of being able to givt our first 
allegiance to the customer. You 
can t do that with an inferior pro- 
duct. You've got to have it made. 
You'\ c got to believe and know that 
w hat you're urging them to buy is 
right for them and worth the price. 
It's an enviable position. When I 
speak of the price it doesn't have 
to be cheap. The day of cheapness 
is o\er; the day of quality is here." 

Downs said he would like to be 
able to sa\' that o\er his quarter 
century of broadcasting he really 
helie\ ed everything he said in com- 
mercials, but he thought this was 
tiue in only the last eight to ten 
years. "To be honest, when I started 
I was a paid parrot and I read what 
was written and took the money, 
but ha\'ing . . . the solace of suc- 
cess,' I began to think deeper than 
the oatmeal on Madison A\enne's 
bib and I thought first liow will I 
expect anyone tuned in to believe 
what I say if I don't belie\ e what I 
s:i\ . . . and I began to make head- 
ac-hes for copywriters and commer- 
cial producers. 

"I began also to use products I 
was selling, not all of them ( Plavtex 
living things, dental plate adlie- 
si\es), but wliere\er possible I 
came to know — and \ery often to 
like — the products I was connected 
with and to be certain that what I 
said about them would not be a 
disservice to the person who took 
my word for it." 

In time, said Downs, he came to 
"the happy conclusion" that he 
wasn't obliged to sell cven,tliinc. 
that he now was ohligt>d to talk 
about onK- that which he felt would 
gi\e satisfaction to the buyer. "So 
emerged the idea that niy first 
allegiance was and must remain to 
that person tuned in and that in 
adopting this policy I was giving 
the best possible ser\ ice to client 
:mu1 i)r(Kluct as well." 

]\c stressed that with gocxl pro- 
ducts, good means and motives foi 




Advertisers, agency welcome rep's expansion 

I'ctcrs. (IrilFiii, Woodward's M.tJ. Nlii (I), wlio iicadciiiartcrs in Dallas as part of 
flic rep finn's expansion in flie soiifliwesl, is wcli-oincd al a rL'cci)lion in lloiis- 
f<m hy Hohert .M. Cray (center), adx'crtisinR-sak's promotion manager for 
Miinil)le Oil & U<Tniiii>;. and (".one Key, iicconnt cM-c for Coodwiii. Daiincn- 
haniii, Littmaii & WinKficId 
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Amusement park soars after ride on radio 



AN amusement park owner in Canandagua, N. Y , 
once scoffed at ajl attempts to fiave him advertise 
on radio, but now he's one of the medium s staunch 
est boosters . . thanks to efforts by Rochester's 
WBBF and Hart Conway Advertising. They convinced 
the Roseland Amusement Park to try a week long 
saturation schedule on the station offering free rides, 
refreshments, and prizes to hikers, resulting in over 
1,500 taking part. This led to another promo, with 
the park teaming with WBBF; WACK, Newark, and 
WHEN, Syracuse, to offer free rides to students 
achieving top marks. Over 60,000 ride tickets were 
distributed in the three-day event (right), making a 
solid radio convert out of Roseland. 
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promoliii'.; llu-iu. alul .i pn])lii hulli 
proiu- 1(1 put incri'.i.siiij: ciupluisis on 
({iMlit}' and po>sfssin'; tlic iiumiis of 
.i\ ailing tlu'm.sol\ o.s ol (iiialil\, "it 
woiikl not onK ho silK to w a.stf tlir 
oiiportunitv to nivr it all \oii\f 
i;()t ... it wonUl liowmi^ht 
criminal.' 

Hut I^owiis wanu'ti tli.it mMUT- 
atod zt-al slioiilcl Ix- ijuiticti 1)\ tlis- 
cipliiu'd and iiitolliCtMit planning, as 
Li"this kind of alcrtiu'ss in the aiKcr- 
■tising plia.so of M-lling '.iuard.s 
iH^ainst tin- pitfalls of liaik c-up\ 
Btpproai'lu's, frror.s, and confcinnit) . 
niiiul conformity is .socialK' had, 
Bt's the wor.st of all in ad\ crtisiiiu. 
B>Vhat I am uri^inu and ad\'ocatiM<: 
H to think. 1 do it at least tw ice a 
■i-ivk." 

3en. Mills sales up 5.59b 

ConsmiuT lood .sales pacrtl a jjen- 
ralh- rohiist fiscal \ oar for Ci ncral 
vlills who's 35th Annual lU-port 
>\<'rinu the 12 mouths ended 31 
. .Ia\ 1963 listed net earninns of 
I I4>)I-2.(XX). This represents eiirn- 
>Hs per C()inmon share of Sl.UO, a 
2'~r increase o\er the SI. 2") of the 
roNions \ear. 

Coiiipaii\' credits two factors with 
le hiisiness npsuim;; first, major 
ivisions impro\ed pcrformaiici 
i;nificantly, and second, feed oper- 
ions wer»' discontinued and thus 
fsses which depressixl eamiims a 
•ar ai;() were eliminated. 
Sales of $.523.9 Ifi.(KK) uere n- 

IDrleil for the l')62-rv3 fiseal >ear 
hen measured comp.ir.ihh 
8'NSOR 5 Mc.i SI l<.iti;< 



aij.iin.st those ot pre\ious \ears with 
feed s.ilcs I'xchiiled. tli(\ show an 
increase of o\i'r List \e.ir .nul 
.ni all-time lii<^li. In 19()l-()2. leed 
sales accounted h>r f> l«).Sfi2.(K)() ol 
the •S.5»6. I()I,(H)() re ported. Sales of 
all Ceneral Mills pack.ijied footis 
inc'hidin^ famiK Hour, rose I !'> 
al)0\v those ot the year hefore. The 
coinpan\'s "Mii;C ' hreakfast cereuK 
chalked np a 197 increase in s.des 
'I'his mo\cs tlu> compao) Irom third 
place into a \irtnal tie for second in 
the iiationwitle cen-al m.irki'l, the 
report conteiuis. 



Commercial costs up 100% 
since '53: Eastman Kodak 

W ith the s1art of the 19ry3-fi I t\ 
season c-lose at hand, .idnien .ire 
lacinu head-on the now-.iente prob- 
lem (if W comiuerciai costs, a siih- 
ject chsciissed in the \iimist issue 
of 7"\' rHin Trcnil.s pnlihslu-d l)\ the 
Motion Picture Film IDep.ntinent of 
I'.istmaii Kod.ik. .Mthonizh siu h cost 
hikes are part of "a mos.iie of pricv 
rises in ad\ ertisinn neneralh , u»)ti"s 
the .irticle, the .id evecutiNe is still 
faced with the t.isk of expl.iiniim to 
his client that it will cost more tli.iii 
.m .iddition.il 5(Kr tn .i(hie\e the 
s.iiiie s.iles li'Nel. tiiroiiuh imilti- 
inedi.i n.itional .id\ ertisini;. .is com- 
p.ired with .i ilee.ide .i'.;o. 

l.ookimi .it tN c<inimerci.d losts. 
K.istm.iii estiin.ites tli.it tlie\ h.ne 
risen S-5'"'^ to jlXr' in the t< n \e.ir 
period, .ip.irt Irom the i-osts ol net- 
work or spot In time Th.it is. the 



heft\ p.irt ol the imre.isi- is m the 
t.ilent .ire.i Here, origin. il fees ,iiid 
re-Msc p.iMiielits for film lomnii i 
li.il perforiiKTs ,ire now .it .i K-mI 
wlierc' .ii;eiuies ealeiil.ite tli.it lor 
e\er\ doll.ir ill the protliiclioii hiid 
net ol .1 t\ ComiiiiTCi.il .1 sc» oiitl 
doll.ir must he set .isidr lor .iddi- 
tioiial t.ilent pavnieiits on ni.iior 
non-network caiiip.iii;iis." 

The .irticle points out th.it the 
cost of the .ittu.d film used in eoin- 
meri'i.il proilnctinii h.is helcl lis own 
in rel.ition to o\er-.ill production 
I'ost hikes. I'a.stm.in M.ick-.nul- 
white nenati\x' stocks h.i\e dimlxtl 
oiiK ll*"; in price sincv 1959. Hut 
K.istm.in is not optimistic .ihoot th<' 
i:ener.d t\ commerci.il price pii tore, 
remindinu tli.it represeiit.iti\ es of 
S \(: .mil \n"n \ .ire due to meet 
III Oitoher with .1 joint l\ \\\ 
committee to presiiit ih-w t.lhnt- 
coiilr.iit dein.mds. .md lo seek fur- 
ther iiu r<'.ises. 



Mrs. Bernard Piatt dies 

Mrs. Hi ninrd I'fntt. irifr 
III thr iTiciitii t ricf jtri si- 

ihiit ni srnxsoi:. dUd 

SiHKlin/. Jiilii. aitir o 
Innri illinss. t'lnnrnl •«rv- 
ic( s for Mis. I'Intt inn 
In Ul W'l thii sffaj. .il Jul]/. 
Ill Washiutyti'ii. IKC. Mrs. 
I'latt is .Ti/ci'u i il h I hi r liu.f- 
fianfl rind four cliiUlriii. 
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Top '62 Tv Advertisers 

Television's coffee break amounted to $43,147,166 in '62. These top 11 spenders in the category placed $34,- 

total network and spot billings from all brands last 972,541 in billings in tv, $1,665,385 in newspapers, 

year, an increase of 7% over 196rs figure of $40,331,- $1,409,485 in magazines, and $340,379 in outdoor. Lead- 

812, according to a compilation by TvB. Expenditures in ing coffee brand on tv last year was General Foods' 

spot rose from $34,285,200 to $37,034,463, while net- Maxwell House, whose billings amounted to $5.1 million 

work reaped $6,112,703 last year from coffee advertisers, in spot and $2.8 million in network. General Foods, which 

against $6,046,612 the previous year. Tv was only meas- also used network and spot tv for two other brands— 

ured medium used by seven of the 11 leading company Sanka and Yuban— budgeted 88.6% of its coffee adver- 

or brand advertisers, who placed 91.1% of their total tising dollars strictly for television campaigns. Below 

measured consumer media expenditures into video in are the figures for 1962's top tv spenders. 

Network Spot Total TV 

Standard Brands 

Chase & Sanborn $ 18 4,757 f^773,130_ _ $ 3,957,887 

Siesta — 258,720 \ 258,720 

4,216,607 

Chock Full 0' Nuts 20,243 1,165,610 1,185,853 

Folger 1^575 4,749,270 4,750,845 

Nestle Co. 

Decaf .T... 452,327 ~ 74,9 00 527,227 

Nescafe 714.984 2,021,780 2,736,764 

• 3.263,991 

General Foods 

Maxwell House '~. 2,796,302 5.135,340 7,931,340 

Sanka , TT 1.213.553 25,000 1,238,553 

Yuban ."...^ ~~. " 715,327 3,430,950 4,146,277 

13,316,170 

Hills Bros. Coffee 13,635 2,559,810 2,573,445 

Beech-Nut — 503,820 503,820 

Martinson — 506,200 506,200 

1,010.020 

Duncan Coffee Co. _ 

Admiration 7. .7^. . .^^.^ 129.090 ' 1 29.090 

Maryland Club - 683.090 683.090 

^ 812,180 

M. J. B. Co - 1,570.050 1.570,050 

Coffee Growers of Colombia — 1,662,750 1,662,750 

Paxton & Gallagher (Butternut) — 1,132,540 1.132,540 

McLaughlin Manor House — 233,980 233,980 

Savarin — 290,300 290,300 

Wm. B. ReilyCo .... - 221,280 221,280 

Horn & Hardart - 115.120 115,120 

La Touraine Coffee - 118.870 118,870 

Texas Coffee (Seaport) — 187.990 187,990 

Brazilian Coffee Council - 139.800 139,800 

Donovan (Red Diamondl - 123.740 123,740 

Fleetwood Coffee — 108,630 108,630 

TOTALS: $ 6.112.703 $37,034,463 $43,147,166 
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A rrOlNTM ICN I S: K.ui«l>iiki\ .1 
l.Ul. ti) KfiiyoM <!v l''(.Hi:ir(ll-N(i\ ;is 
(k- \Icvici> lor llu' ciiliri' line i>l 
J,ip;iiicsc \\ liiskc\ N. Ii()iii'iirs. .iiid 
ui'iu's fV|)<>rli'(J li> \lc\ir<) . . . N.i- 
tioiul l)istril)iitiiii! ( 'oiiip.iiiv nl 
Missouri to Stciiiinlcr, |{:irtr:iiii, 
Tsiikrs iV; I'iiyiic fi>r ;i(l\<'ttisiim in 
si'lci'lcd .iriMs of Missouri, Illinois, 
.ind Ark.ins.is . , . 'I'Ik" Tcv.is 
llciillii Insur.uicc Assn to 'Irjcy- 
l.(K-ke, D.illns . . Intern. itionjl 
|-".<|nit\ ('orp. to Ccvcr, Morcy, Hal- 
liird . . l'Atr;irtON V Drriwulos S.A. 
I to Kciivon iV lu'kli;ir(lt-.\<>\ ;is (le 
Mcvii-o lor (?.ni. 1(1.1 l)r\ prodiirts 
. . . N.idisfo. ;nitonioti\ (• .old lioiisi-- 
liold |)rodni't iiuniiil.ii'tMrcT, to l.;i- 
lUio \' (.'li'\cl;nul. .M.ijor i'm|)li;i.sis 
will he on .Sp.iri- Tire, ,1 new ;ifro- 
sol prodiii'l ill. it in.st.iiitl) iiill.itcs 
.iiid simIs :i lliit tire . . . I.fliii ^c 
I'iiik I'rodiict.s to Kiidnc-r lor llu- 
TiissN disision. Tlu' SI million .ii-- 
(•oinit \v;is :it Yoiiitij \' Miil)ii-:iin lor 
tlu' p.ist five yc;irs . , . KIllLA. I ,os 
\iiHflc.s. to lU'ckiiKiii. KoUlil/. . 
Tin- IVJOVfil Air I'oriH- lU-sorw Kc- 
cniitniciil Motiwitioii .iccoiiiit !<> 
I liniif-Sniilli-Mickc'li)crry, M i.i m i. 
I'iii.ilists in tlu* coiiiix'tilioiii wvrv 
the iiiciinilu'iit iimnitw Uo/cll i< 



J.ifolis. I'irwiM \\ .isc\ , Hiillir.iiill \' 
lU.in, Hiirki- Dowlini;, .nid flu- 
\.\ \N uroiip I'lnl.idclplii.i 
l).iir\ Products to l\lkiii.iii AiImt 
lisini; lor its i'oiiipl<-tt- line licidi il 
1)\ l)i>ll\ M.idisoii !(<• ( ic.nn 



.\i:\V .\(:i:.\(;V: i Mrnct \lrdi;i li.is 
l>ccn foiiiicd to dc\rlop spci-i.il in- 
terest .id\eitisiii^ iiie<li.i lie. id ol 
llie I'oiiip.iriv . Ir\irii; J. .Sei;.ill. i-v- 
plained tli.il "risini^ costs ol n.ition.il 
.hI nu'di.i. with llicir sc.iltered .in- 
dieni'i's .iiid w.iste cir1.-nl.1l ion. 
iii.ikcs it more dilliciill d.iiK loi 
ni.iii\ .uUerlisers to re.ii'li tlie s|)e- 
cilic m.irkcts fur their |)r(idii(|s 01 
ser\ ices .it .1 |)rice tlie\ c.iii .illord 
r.irnet Metlia li.i.s heen lorined to 
hcl|) fill their needs. iM.iiis lor new 
puhlications and other niedi.i will 
lie .iiiiKiiinced shorlK." 



AlU' ADD.S .S1:V1:N: Newest in. in- 
hers of Atl\ I'rtisinii lUvscarcli l*V)iin- 
tlation are Atl.i.s (^lu'iiiical liidns- 
trics. ColUati'-ralmolive. /'«;»w/«; 
Scifiifc Montlilij: Outiloor Life: 
lloo\( r l'l\ . Ltd.. Sti'.; Arhni in 
\nnonsl)\'ra Al{. .did Michin.iii 
.State L'iii\ »-rsit\ . This hrin^s to i5 



the niinilwr ol on; nn/ ilii ms i In led 
to Mtl' diiiiiii' the first h.ill i.( llu- 
\e.ir .Iiid III ii\er tld the ttil.il iiu ni 
I >ersliip 

VDD.S lUK: i iillt r \ Sniitli \ H.iss 
li.is |iisl t.ikeii on till- IK \\ N.ilidii.il 
WeekK S|vil In Ser\ui- ol Kroad- 
cast \d\ crtiscrs Iteporls. llu- .men 
t\ will thus he pro\ ideil with 
(lel.iiled iiioiiiliK prool of |x rlt>riii 
•iiK i- st.ili'iiieiils lor s|)nt |\ s« hcd 
llles .ind \\ llll weekh l\ ( oiii|X'l it |\ e 
.i<ti\il\ reports. Ixdli l>.ise(l on H 
hour ifionitoi ini; ol IVi si.iiioiis in 
the top 7.") iii.irkets 

worn, 1)1 V c;a\ii'aic;.\; IoImiosi 

s.ili-s ol C'ainphcll .Soup's lour Immm 
|)rodiicts. I'Oinp.iin li.is sl.ited .1 spi-- 
ei.il hat k-lo-school |)roniiilii)n fe.i- 
tiirinv; wh.it is ln hevi-d to lie llii- 
first world ylolie with .111 nndi'rse.is 
relief li.i.sed on d.it.i from N.ition.il 
( ^'ophv sical Ve.ir lU-se.irch. ("«>in- 
iiii'rci.ils le.itiirin^ llu- |)ri'iiiiiini will 
.ip|)i'.ir on ('.iiiipheirs d.i\iini<* n> I- 
work t\ liiie-iip iliirini; Sepleinlh-r 
and l.ihels on the I lean prodiit Is will 
le.itiiri- the olfei . 

l-I.N\.Nri\L UHrOHIS: Sales of 
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Scliick for tlio first luilf of 1963 rose- 
34.5% to $7,568,728 compared to 
$5,626,347 for the s;inu> 1962 pe- 
riod. Profit before taxes anioimted 
to $64,176 compared to a loss of 
$483,055 and net profit was $30,776 
eomi)ared to a net loss of $272,055 
last year . . . American Tobacco 
net income for the first six montbs 
of 1963 was $31,289,000 or $1.14 
per common share compared with 
$31,300,000 or $1.14 per share in 
the 1962 first half, l^ollar sales were 



$569,752,000 compared with $577,- 
621,000 last year. Estimated taxes 
are $35,790,'00() compared witii 
$36,190,000 in 1962 . . . Cities Serv- 
ice net income for the year's first 
half was $30,23.5,000, an increase of 
26% over the $23,989,000 in 1962's 
similar period. The per share equiv- 
alents were $2.80 this year and 
$2.22 last year . . . Consolidated net 
sales of Philip Morris lor the six 
months ended 30 Jnne amounted 
to $277,925,000 to set a new record 
for the period. This represents an 
inc rease of 4.3% over the first half 
of 1962 when consolidated net 
sales were $266,525,000 on an ad- 
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justed basis. Net income was $10,- 
8S6,()()() or $2.92 a share, compared 
with $10,614,000 or $2.80 a share 
last year. 

KXFANDING: Ruder & Finn, in- 
ternational public relations firm, 
opened its southwest office in 
Houston on 1 August and placed 
Alvin K. Busse as vice president 
and general manager of the new 
office. The new office is located in 
the Texas National Hank Building 



. . . Mario Trombone Associates 
liaJi leased additional si)aee at 40 
F.ast 49th Street, New York . . . 
Technicolor Corp. has formed a 
Commercial and l']ducational 
Hrnnch and placed Hobcrt T. Krci- 
num in charge as general manager. 
New branch is to consolidate Tech- 
nicolor's activities in the industrial 
and educational nuirkets and it will 
take over the marketing and nian- 
ulacluring of the existing line of 
Technicolor products and the new- 
product engineering program. 

i<E\\' yUAHTKBS: Campbcll- 
I'AVald, Detroit, nio\cd the niajoritx' 



of its account groups to the 11th 
floor of the Argonaut Building, 485 
West Milwaukee in Detroit's New 
Center area. An enclosed bridge 
spans Milwaukee Avenue between 
the General Motors building, which 
liou.ses the central executive offices 
of the agency, and the Argonaut 
Building. All account groups except 
Cbe\ rolet are affected by the move 
. . . Tracy-Locke in new offices at 
.3960 N. Central Expressway, Dal- 
las. Phone number isTAylor 1-3.330. 
All mail shoukl be addressed to 
P.O. Box 1383, Dallas, Texas 75221 
. . . Sosnow &■ Weinstein, Newark, 
has moN'cd to larger offices at 494 
Broad Street. 

AROUND COMMERCIALS: Allan 
C. Hou.se, Jr., account super\isor 
and producer of t\' film commer- 
cials, has joined Sarra, Inc., as 
sales production exccuti\c. I 
comes from Sutherland Associat 
where he was at one time in char 
of all t\' commercial production in 
Canada and producer of a wide 
range of commercials for clients in 
[his country . . . Jolui Free.se, for- 
mer Young 6c Rubicam \ icc presi- 
dent in charge of commercial pro- 
ductions, has joined VPI of Cali- 
fornia. He'll headquarter in San 
Francisco and will be in charge of 
all phases of production and follow 
through for the tv conuiicrcial pro-, 
duetion organization . . . Walter 
Lantz Productions hns donated to 
the United I'und two 20-sccond asid 
two 10-second spots, featuring tin 
\()i(vs of Grace Stafford and Da\M 
Butler to Inunch the upeoniint 
United Fund campaign nationalK 
on t\' and in theaters. 

KUDOS: Rex Brack, senior \ ie 
president and chairman of the Ad 
\crtising Committee of Braniff h 
tcrnational Airways, awarded tli 
"Order of Balboa," the highest civi 
ian award by the Republic c 
Panama. Brack was honored for li 
work in developing tourism an 
business and cultural travel b< 
twcen Latin America and tl 
United States ... A sales proniotio 
program conducted by Williai 
Freihofer Baking has been name 
the outstanding eampaign of i 
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Tareyton's $10-Mil Account Moves to BBDO 

IN the major advertising agency account switch of 1963, American To- 
bacco has appointed Batten, Barton, Durstine & Osborn to handle Dual 
Filter Tareyton cigarettes. A major broadcast account, Tareyton, with es- 
timated billing of $10 million, has been handled by Lawrence C. Gumbinner. 
For BBDO, the Tareyton account will double its American Tobacco billings, 
since it has handled Lucky Strike since 1948. For Gumbinner, the loss will 
slice deeply into its estimated annual billing of about $25 million. Adver- 
tising .for Pall Mall and Montclair cigarettes will continue to be handled 
by Sullivan, Stauffer, Colwell & Bayles, The change is the second recently 
by American Tobacco: Gardner was named to handle Roi-Tan (formerly Gum- 
binner), La Corona, Antonio y Cleopatra, Bock y Ca, and Cabanas cigars 
(formerly SSC&B). Gumbinner had serviced American Tobacco for some 38 
years. In broadcast media, Tareyton had tv network gross time billings in 
'62 of $3,153,163, according to TvB, not including program charges. Spot 
tv billings totalled $104,450 (TvB-Rorabaugh). While no radio billings are 
available^ Tareyton has used the medium heavily. Magazine billings in 
1962 were $2,254,860, newspapers $309,524. Total of the four measured 
media last year was $5,821,997. Lucky Strike's measured billings in the 
four media came to $5,291,652. The total four media billings for Pall Mall 
in 1962 was $15,147,048, for Montclair $1,061,014. 
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Laura Scudder's salts away another blue chip award 

1^-iiirj Siiuldrr'^ uioNii'^t) iv)tat<> chips nvciitK t itid for its (uitst.iiidinu 
foiitnliiitioii to tl»<- .nKirtKiiit; iiuliistrv !>> tlu- ll.iclio Sjlcsni.iii's Cliih 
of Los AiiCi'li-s. TiNtim; frfsliiic-is of iliip in "Cruiiili Hootli" i< John Wiiiiu-- 
iiKlii of KK/V, «ith SouUlcr's p.r. m.iiiaucr \rinaii(l \oriiianiliii jiuluinu 
for prcviit.itioii of uolil Potato Chip .\w;ir«l 



kind for mim In the First Acl- 
vcrlisimj Aiioiuv Groii]). ;iu asso- 
ciation (if 29 ;n:<.'ncii's in citios from 
coast to <.-o;isl. Tlio pri/i'-u inninq 
cainpaiun iisi'd tin,* tlii-iiu' "liiittons 
.md liows" to tif ill witli its fea- 
tured "liim Til' \ii\<i ' \Ncnncn ^c 
Schorr. 1'liil.idolplii.i. is llio Krci- 
liofiT at;onf\ . . . McCanii-Erickson 
won 1-1 out of 41 awards fm whicli 
it was I'liuihio in tlic 12tli animal 
exhibition of tlic Art Directors Cliih 
of Atlanta. Ads for C^oca-Cola 
topjx'd the Ust with 1'2 awards, in- 
cliulini: three j^old medals , . . 
Crawford II. Grceiiewalt, chairman 
of the hoard of Iv I. do Pont de 
Nemours, has In-en elected chair- 
man of the Uadio Free Fiirope 
Fund. 



MOVING: lloherl llaiv;, C(>p> di- 
rector, and James Graliam, t\ -radio 
director, elected \ ice jircsidents of 
Hcaeh. McCliiiton. 
KcniH'tJj IDiulwick and Invin Sara- 
son to art dirix'tors at Kudncr. 



Donald K. Lindstrom to account 
e\eeiiti\e at Clinton F. Frank. 
Lionel C. Barrou , Jr.. to research 
project snper^isor at Ken\j)ii 6c 
Eckhardt. 

David II. Williams to associate di- 
rector of the iiunlia di partinent at 
Ketehiini, M.icLeod i< Gro\e. 
lloherl 1'. Greenlau to tre.isnrer of 
.\nieriean Home Products. 
Charles I£. Conturha to Cliieaiii) 
di.striet sales maiianer for \Miirlpool 
Corp. 

'I homa,'! L. La/.anis tf» the advertis- 
inn department of 20th Centur\ 
I'o\ from .teeoiiiit eveciitive with 
Dniiahne Coe. 

Donald Dickson to \\ ariier-1 .am- 
hert Prndiicts division .is m.irkrtini; 
vice presitleiit. 

Kdward LilH)\ to m'cc president 
and account snperxisor .ind Hiiss 
Alheii t<i it)p\ diiei. at II<'lit/<T 
W'arinu 6c N\'a>ne. 
Filccn (Hiki) Hreimnn. Vrthiir Ilof- 
man, .iiid Bichard Toiisov t<> at - 
cOniit i'\ei-uti\es .it Cuniiiimli.iin 6v 
Walsh. 
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Global news to build web affils? 



Hadio station groups and inde- 
pciidcMit outlets can no longer go it 
alone in the area of global news 
ser\iee, and must seek out a net- 
work affiliation to he ahle to i)ro- 
vide their listeners with fast, faetual 
reports of e\'ents taking place all 
over the xvorld, says Mutual Broad- 
easting president Hol)(?rt F. Hur- 
leigh. 

Licensees know "'now more than 
e\er," he says, that the dissemina- 
tion of instantaneous eomniuiiiea- 
tions is "a must not alone for the 
rendering of adecpiate service but 
for the more basic need of survival." 
Flin'h'igh feels "this new reason will 
have a far K)nger life expectancy 
and will render a far more valuable 
service to mankind than its enter- 
tainment younger brother of a gen- 
eration ago c\er dreamed to 
achieve." 

Speaking out editorially in the 
.\ugust issue of MBS' monthly news- 
letter, he stresses: "For the truth is 
that the innneasurable How, as- 
semblage, and dissemination of 
global news and the speed at which 
all these separate processes must be 
accomplished tcwlay entails sueh a 
complex of manpower and facihties 
tlijat no one station and no single 
group-owned combine can ade- 
quately manage it alone." 

Ilurleigh, discussing the reason- 
ing behind his feeling that a nt-'t- 
work revival is oil the way, ncftes that 
station managers now ha\'e "an in- 
creasing understanding that a net- 
work geared to news along the eon 
cept pioneered by Mutual is no 
longer a competitor hut an actual 
aid, that its .services no more dis- 
rupt thiMr individual personalit)' 
than a piece of AP copy on page 
one distorts tlie basic character of 
the X. Y. Times." 

lie adds, "They are increasingK' 
more aware that they can be as 
individual as a fingerprint and still 
carry the authority of a network 
broadcast Iroin anywliere in the 
world. The separation Is so com- 
plete that even die listener himself 
senses the dichotomy and appr()\es 
of it in prineii)al and deed." 



l'\)rceasting another major change 
"ill the face of the indiLstry," Hur- 
leigh says he anticipates the day 
when networks will ". . . cross the 
harriers of present-day exclusivity 
and syndicate different special cor- 
respondents to a multiplicity of sta- 
tions in a single market as well." 

Barry back in quiz biz 
via CBS-PTP pilot pact 

Jack Barry, who lost bis network 
t\' programs during the quiz show 
in\'estigations, is headed back into 
the network (juiz show picture, this 
time through a program develop- 
ment project linking up Paramount 
Television Productions and CBS. 
The deal calls for PTP to supply 
CBS with fi\e pilots of cpiiz and 
audience participation shows, with 
Barry to serve as executive pro- 
ducer oil all fi\e. 

In addition, CBS has optioned 
for six months PTP's audience par- 
ticipation program. Where Are Yoii 
From? now on KTLA, Los .-Vngelcs, 
created and produced by and 



starring Barry. KTLA is a PI P sub- 
sidiary. 

PTP general manager S. L. 
(Stretch) Adler said all five pilots 
will be produced at KTL.A on Par- 
amount's Sunset lot, with work on 
the first pilot already' under way. 

NBC News plans three-hr. 
prime-time rights probe 

On Monday, 2 September, when 
XBC TV charts the major develop- 
ments of the civil rights mo\-einent 
in this country, it will be making 
history of its own in the tv docu- 
mentary field. The network will 
pre-empt its entire prime time 
schedule from 7:30-10:30 p.m. on 
that e\'ening to present the news 
special. 

Bcginnhig with the Emancipa- 
tion Proclamation and continuing 
down to the present and the Ad- 
ministration's civil rights bill, the 
program will draw upon the entire 
corps of NBC News' domestic cor- 
respondents for analysis of bow the 
civil rights issue affects the Ameri- 
can public, and upon XBC foreign 
coriespondents for reports on re- 
action to this issue throughout the 




Edith Head shows KCBS to latest models 

I'arainoniit I'icturc.s fashion chief Edith lload (witli mike), who cciiuhicls 
daiK' li\ o-iiiiiuite "I'ashioiiscopf ' procraiu on CHS "Diiiiciisioii," \ isit> 
sludios at KCHS, S.l"., with models I'at Canneii (1) and Sue Reed, who 
appeared witli her fashion show in Ha\' Cit\ "s Sheraton Pahice Hotel for 
the Serra International Conxculion Ladies Lnnclieon 
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world It ff.lturc tlisniw 

piTiotls III wliifli Ic.icltTN of ti\il 
rii;lil\ iiioNciiifiits .iiul their t iitit \, 
the Admiiiistr.itioii. (-'oiiHrcw. I.ihor 
.111(1 piopoiiciilN jikI oppoiu'ilts of 
proposfd civil riv^hls lfi;i\l.itioii \m1I 
parlk'i'p.rlc. 

NIK' 'r\' prour.iins Ixim; prc- 
r iiiptccl lor thf spcci.i! .in- Mtnulay 
Sidit tit A/oi u .\. Till' Art Link- 
IfUcr Sliou ;rn<l Dm ill liriiikli \j\ 
Jounuil. 



NBC promotes Gene Walsh 

(^•iic W'.iKh h.i.s hfcii ;ipp<Miitt"tl 
tnLiiKi^cr of liiisiiicss .riicl tr;Kl(> piili- 
licitN' ill the N'liC Press ch"pt.. sirc- 
iHftlini; Alan B.ikfr. rccfiitk pro- 
(iinti'tl to director of projirain piih- 
lifity. W'alsir.s a])poiiitiiiciit u.is aii- 
lunnuctl hy M»'rr% h' S. ( Unci 
llnkcystT. Jr.. tlircttor of pit"ss and 
piil)lk-it\ for the network. 

W'alsli. whti ha.s been .issistaiit 
tradt" iu>\\s otiitor siiio' January, 
i%2. joinrtl .\IK- a > t'ar tMrlicr as 
.mi assoi'iatc ni.iua/inc editor. 



SALKS: A 9()-iiiiiinte Trojec t 20 spe- 
cial titled That \\'<ir ii\ Kincd will 
Ih- presented by NHC 'IN' on .30 
October (7:^)M p.m.) under the 
S|xnisorsliip of .Xerox (Fapert. 
KtHliii:. Lois). The pronrani lias 
ill prodiK-tioii for more tliaii 
Iwo \ears . . . .N'B(' TN" ha.s .sold 
ti:>niplete sponsorship of the .W;- 
liinwl Footlxill LctiiiMC Chiimpum- 
<thip iiaine 29 December. .\ (piarter 
I'iicli was pnrcli.isetl b\" I'ord .Motor 
iiiid Philip .Morris; a third <piarter 
"LIS .sold renioiialK' to .American 
Oil. Sim Oil. and Farah .Mfj;. and 
s|)oii.sorship of a fourth (piarter 
sdlil renionally to P. Hallaiitino. 
l-\i}.>.taff Hrewinj;. Thco. llaniin 
Brcwinj;. C^arlinj; Hrcwiii!;. .N'a- 
Hoiial Hrcwiim. J. .\. Foljjcr. Tlic 
Geo. NN'icdcmaim Hrcwinv; Co.. and 
N'.itionnl Hohcmian Hcor . . . Carol 
biimett will star in tliret> speci.ils 
pl.iiiiicd for present.itioii on CHS 
T\ diiriim 1^)61. all spoii.sored l)\ 
Tlmm.is J. Lipton . . . "Is this the 
D.iy^" is the theme of the f.ill pro- 
mntioii for .Mctrccal h\ KdwartI 
t),!hoii. lle.iv\ particip.itioii on 
CUS T\' and .AHC TV. phis mai;a- 
fnu-y,. will back" the cainpaimi. 
T!u-R> .ire st>\fii shows on tMeli net- 
work . . Fi<:lit advertisers h.i\e 



boimlit into I'l infill //i'Wn/("i. .NIU ■ 
T\"s new hour Imn; wi-slcrn uliuli 
pri-iiiK ii-s I') .Si-pli-iiibi-r .it 7 'VI 
pill. Tlii\ .lie: John II. Hreek; 
IJristol-M> ers; Ibiick .Motor; Cooil- 
\car lire \- Hiibber; II. J. llein/; 
.S. (,'. Johnson; I. elm \ I'"iiik; .iiid 
I'liariiiacraft L:ib(>r:i lories. 



I'1.NA.N(.IAL lU:P()in": l.eon.ird 
( Joldeiison. president ol .XH-IT. 
.ittribiited .i drop-od in profit diir- 
iim the ye.ir's first li.ilf to the f.iet 
ill. it some of the t\ projzr.iins in the 
current season did not incisure up 
to e\peet.itioiis. I'lstiiii.itecl net op- 
cratinn profit for .\H-IT foi the 
second (piarter of IfKi'^ was SI.S-'^).- 
(KH) or tl cents a sli.ire comp.ired 
witli .S2..5I !.()()( ) or cents .i sli.ire 
for like 1902 period. .Vet profit, 
including capital ijains. w.is S2,- 
Ofil.lKK) or -tfi cents .i sluire com- 
p.ired with .S2. l,S7.(KK) or .V) cents 
a sli.ire for l.ist year. ICstiiii.itcd iit"t 
operatinn profit for the first si\ 
iiioiitlis W.IS !«;-1.2l().()()() or 9.J cents 
a share coiiip;ired with •S.i..t>3.(KK) 
or SI. 21 a sli.ire for the saint" period 
of the pre\ ions year. Net profit, in- 
cliidiiii; capit;il naiiis. w;is S-I..57.).- 
(HK) or SI.().'3 a sh;ire coinp.ircd with 
•S.5.:W6.(KK) or SI. 21 ;i share in 1<K)2. 



.NION'I.NC^; Don llicli;irdson. .issiyii- 
iiient editor. CA\S N'cws. Wa.shim;- 
toii. ii.iiiied assistant news director 
of tlie bureau. 

.Arthur H;irri;iiilt. .m .\'1K> News 
cDrrespoiident for IS \ears. h.is 
joined the White House Olfict" ol 
FmerneiK-y Phiniiiim .is li.iison of- 
ficer for the bro;Klcastiiii' iiidiislrv 
under the newly instituted l-'iiu r- 
<:eiic\ Hroatlcast Svstein. He will 
represent .ill networks .iiid the N \ H 
in coordiiKitinu broadc.istiii^ in. li- 
ters coiiceriiiiii; eiiienieiicies iiiul 
ci\il defense activities between the 
bro.idcasti'rs .iiid iht" uoxtTiiiiieiit. 
John lulwards to bun-. in iii.m.nier- 
correspoiulent of ('HS owiietl l\ 
st.itioiis" Washington News Hiire.m. 
w I lich b<"comt"s oper.it i\ e I Septem- 
ber. 

Josef C]. Dine to director of infor- 
iii.ition. CUS l.,.il)or.itorieN He w.is 
director of iiiform.itioii fur CJHS 
Ne^^ s. 

NN'illiani .\. Hroiidle to inaii.iOT <>f 
sports for ("HS TV I'n ^^ Inlo 




WHY SALES CLIMB 
ALONG THE SKYLINE 

You really go places in this "one- 
buy" TV market with Gasolino 
and Petroleum sales as largo 
as the 16th metro area and 
Automotive sales that rank 
19th! 

SKYLINE 

TV rsJETWORK 

P.O. BOK B^an • lOAWO FALL*. lOAMO 

CjM your Hollingbery olfice or Arl 

Woore n Ihe Norlhioeit Of John I fO} f-J 

McGuirt (n D<nv<r. 

KOOK Billingl KFBB Crfil Falli KXIF Butti 
KID Idaho Fjlli KBll Htlttu KVVT T.in Falh 



1 



r 



Wortil] WatGliing 



North Carolina's ^ 

Ool(>*n 

biggest market xruno-. 
tops in population, 
households reta I sa es 

NO 1 UARKtT IN THE NO W STATt 



TELEVISION 

A SSTOS 5* rw COffs^B «0 M ChP^st 



WONSOB ;> M ..1 M HK-..-^ 
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First year of pay tv test a 'success' 



All "I'licoiiraging and ciiliglitcii- 
ing" report on the first yeor of the 
paV'tx test beiii<; coiuhictetl in Hart- 
iord by l\K.O Ceneral Plionc\'isioii, 
has proiiipteil Zenith Hadio presi- 
dent Joseph S. Wright to state that 
this hears out their hch'cf "that tv 
eould l)e more than just an adver- 
tising medinni." 

"We feh strongly," he said, "that 
it had tlie capal)ih'ty of becoming a 
new ecDMomie anil i-on\ enient elec- 
tronic box office to distribute the 
t\'pe of top quality entertainment 
advertisers cannot afford to spon- 
sor but which the American public 
nevertheless wants to sec." 

Wright, whose company devel- 
oped the system and produced the 
technical eipn'pmcnt used in the 
test, stressed: "Our coiuictions arc* 
now being translated into actual 
practice in Hartford and it appears 
tliat Our confidence in subscription 
t\' was justified. 



"We l)elic\c that commercial tv 
will not lose by subscription tv but 
will benefit e\entnally through re- 
newed int-erest in tv as a medium, 
through enconraging the establish- 
ment of new stations, and stimulat- 
ing the creative talents of the 
entertainment industry," be added. 

Thomas h". O'N'eil, chairman of 
I'honevision parent General Tire & 
Unbber, noted that "altl lough it is 
still too early to proNide ns with 
complete conclusions as to the 
future of subscription tv, the c.\- 
pcriiiicnt has already shown that wc 
are meeting a public neeih that 
program expenditures are consist- 
ent, and that disconnections due 
either to dissatisfaction on the part 
of subscribers or delinquency in 
pa\'incnt, are remarkably low." 

He said, "Applications of new 
subscribers have shown a shnrply 
increased rate during the last two 
months and we are now serving 



over 3,0(X) bonnes ... a number i 
which eould be much greater had 
we desired to increase our instal- 
lation rate." 

On-air operations for the three- 
year, FCC-autliorizcd trial began 
29 June, 1962, and O'lVeil stressed 
that its purpose is to maintain a 
large enough sample "to develop 
data for our own purposes and for 
the information of the FCC." 

On the film front, O'Xeil said al- 
though exhibitors are still adainent 
in tbeir attempts to place embar- 
goes on product for pay tv, he is 
gratified with the cooperation given 
the test by most major motion pic- 
ture distributors. He said they 
been supplying product, including 
a substantial number of first sub- , 
sequent runs, t xhibitcd "day and | 
date" with Hartford theatres. "The , 
only exceptions have been Uni- 
versal and 20th Century-Fox, which 
ba\'e failed to provide any films to 
the Hartford project." 

Santangelo quits Susskind 

Michael H Santangelo, \ icc presi- 
dent and executive assistant to the 
president of Talent Associates- 
i'arnmount Ltd., David Susskind, 
since April of this year, has gotten 
a release from bis contract with the 
production company because "the I 
anticipated contract could not be f 
reached." j 

Formerh" assistant to the vice 
president for programing in charge 
of radio and iv at Westinghouse 
Broadcasting Co., Santangelo has , 
in the hopper ten scparntc co-pro- 
ductions with fi\e different com- 
panies in tv. theatre and motion || 
pictures. 

CATV system turns sponsor 

One of the more unique twists in 
broadcast ad\crtising annals is the 
one-shot special which the AB.VR 
T\- Cable Co. of Eugene, Ore, will 
spoii.sor tomorrow (6) on the local 
ABC affiliate. k'EZI-T\'. The bow 
into t\' is to celebrate the 10th anni- 
\iMsnry of the TelePromTer dixn- 
sion. 

Program will be the movie \ crsioii 
of "Pajaina Came.' starting at S:30 




New merchandising program introduced in Houston 

Lester Kainiii, prrsidciit-owiicr of k.WZ, lloiii^toii, ;iiul KUKA, tCans.is City, 
shows new Miiii-B<>;iril promo IC.WZ's olTcriii"; a(l\<'rti'><Ts, to I'rank Woods, 
regional sales iiiKr. for "Spare Tire,' whose sehediih- on the station 
is l)cinK .ni^^incnted with 6,400 of the Iwards in WeinHarteiis .Siipor- 
niarkots (.30 stores in Soiitliwest). Otlier Mini-Uoarils are in 1 lenkc & Pillot 
(KroKcrs) and Lewis & Cokcr, in llonston, and in the Safeway, AdV, 
Thriftway, and Krouer Stores in K,C. I'roino's also a\aiial)le to all r-tv onth'ts 
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I|).ni. .iiul riinitini; iiiiiiiti'miptcd 
MJAU will li.iM- fi liiicf iiilrdtliil- 
itiDii iiiiil cliisc 1)1 .1 sIrictK inslilii- 
lioiKil ii.ilnrc .111(1 K.l"/I uill sii|!<'r- 
iiiipDNC it\ st.itioii iiKlciililit .itioii .it 
the i'(-i|iiirfil liiiiCN williiuil lircik- 
(-itiicr .iiiiliii or \ iilcn coiiliiniitv 
WWH vi.ii.r.il Mi.iii.ii;.-!- Hill Kl 
Ikiii.s ii'ptirts 1,'rtMt iiitrrcst in llif 
k|U'('i.il 1)\ (itluT cildf sv steins, tvvii 
\tf wliit li Ii.iN'c iiist.illcil s|ici i.rl 
i-(|iiipiiK-iil ill ortlcr to picsrDt tlu' 
lliniuraiii lo llioir cnsloiiicis. 



Jtation promo jingles 
riinkcd to hootcnonny fad 

A lUAv p.iik.ii;*' oi \a sl.itioii 
|iri)iii<ili()ii jiiii^K's <;(Mr(-il tii the 
'•iirii'iit IkmiIoit.itiiiv rayc li.is lircii 
|iiil t<mrlluT l)\ ll.niA OX.'tiiimn 
Us(ui.it«'s, D.ill.is, lo l.ikf .iclv.iii' 
j.im' of wlial O'C.'oiiTior fi'rls is 
jllu' liii;i;«'"<l iniisif f.ul cm-i In liil 
Ilif piihlif." 'I'lu- p.uk.ii;!' is lu-iii-^ 
liilil on .III »'\i'iiisi\ f li.isis lo our 
It.itioii ill (MC'll lii.iikcl area. 

Writlfii .111(1 rt'foiilfti ill lliilK- 
M>o(l. llic iii.ilcrial is tliciiii-d tii 
|ilk tunes aiul leaUiics leii iiistiii- 
^fiil.ilisls and si\ Miialisl.s in 10- 
20-secoiul loiin.its. '"I'Ik* liool- 
fi;iiiii\ theme v\e liave ile\el<ipetl 
lir st.itioiis." sa\s O'Connor, "is .i 
icsli. new s()niKl in music and in 
|di". t'^ »'n lluinul) lolk music-. 
M'lf. is \X'r\ iild." 

He adds llial tlie pac-k.iiie lias 
It'Cii optiiiiied to sev<'ral stations 
key markets, w liile "otliers made 
Iniiinitments Iniii; liefoii- we went 
Itti .K-tii.il priKliiction lieeaiise of 
le luuiten.miiy era/e now sweep- 
li; die ciniiitr\'. Tlu- folk nuilif. 
tiininniit in imisic circles for 
^^cral \ears, moved into the mass 
lirkct last fall and lias also he- 
fine a siiceess on network t\.' 
iConiHir notes. 



♦cMohon in 'Babe' spec 

lliir.iee MeMalioii. veteran aetor 
'mse Sakvil Cilij (.\i?C) h.is umii- 
\ the boards, w ill ijet .in oppor- 
liily to perform in tlie role he s.i\ s 
.lUvays wanted to do— a real-life 
irts comment. itor — when he 
''M's as narrator 15 \imiisl for 
HliC-T\"'s half-hour prime-time 
*'cial, Hahr Ihillr. .\ Look tirhinil 
\ Lciiriif/ 

\lipearini; on camera with Mrs. 
SNSOR :, .VI vi SI Plii.i 




Golden West Broadcaslcs 




Southern Ca! fornia is so b g, 

with so many automobiles constantly 

on the move. 

it takes a helicopter to cover the 
traffic picture for listening motorists. 

Two can do it even better. 
And a third plane, a tv/in-eng ned Beech, 
can report everything from San Diego 
to Santa Barbara . . a swing of 250 
crowded miles. 

KMPC has all of these planes plus 
four mobile units to report the 
traffic situation from the ground. 

KMPC is the only radio station that 
is as big as Southern California. 



KMPC 

LOS ANGELES 



«-SFO San Franc SCO r LH PV- i-^d '•V &<3;;'e-Tic»- J 
Pce'csenc^J Cy Ra3 0 Sa cs 
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Station manager becomes a party to a party 

I'eter M. Afle, station mgr. for \VNHC-T\', X. Y., Socs tlnouKh some of tlic 
10,500 eiitrii-s siihinittccl 1)> 3-to-8-yoar-olcls for "Birthday House" pro- 
gram I5irtlulay Card Drawing Contest. IDaily morning program features a 
birthday party each ehiy, with games and creatixe participation, for pre- 
schoolers. N'o cartoons are aired in the show 



|}al)c Muth; foinici baseball greats 
W'aitc lloyt and Joe Diigan, two of 
the lial)(>"s clo.sest friends; Hogci 
Maris, Yankee star who broke 
Ruth's home run record, and others, 
McMalion w ill pay homage to "The 
Sultan of Swat" on the e\'e of the 
15th anniversary of his death. 

Written for tv by Roger Kahn, 
sports editor of the Saturday Eve- 
ning Post, the program was pro- 
duced by WABC-TV sports com- 
mentator Howard Coscll. 

KAZZ finds fm rewarding 

KAZZ-FM, Austin, Te.v., the sec- 
ond fm station to he licensed by 
Community Club Awards, is prov- 
ing that an fm can be as com- 
mercially successful as an am sta- 
tion. KAZZ has just started broad- 
casting ifs first CCA campaign 
with $15,000 in new business 
($1,000 per week for 15 weeks), 
including 16 accoimts never before 
on the station and five others either 
renewing or increasing flieir Jiill- 
ing. 

The cainpaign, which Iwgau 15 



July, will run through 26 October, 
with a second flight schtHlided 
from 20 Januarv' through 2 Ma\'. 
KAZZ will present S2,0()() in cash 
awards ti) some .50 participating 
women's organizations. 

Broadcast Time Sales eyest 
17 wholly owned branches 

Branch offices in 17 additional 
cities to service adsertisers and 
agencies are planned by Broadcast 
Time Sales under an unusual .set- 
up which would allow branch 
office heads to own their own op- 
erations. Reportedly the first fran- 
chise operation applied to the 
broadcast rep industry, the pbm 
would feature owner-managers in 
business for themselves, under a 
100% commission rate. 

According -to Carl L. Schuele, 
president of the radio rep firm, liTS 
will offer each owner-manager 
backing and training, as well as 
e(|uipnient, supplies, and sales pro- 
motion material to net started. 

The 17 cities, e\clusi\e of New 



York and Chicago, are Atlanta 
IJoston, Memphis, Dallas, Seattle 
Los Angele.<, San Francisco, Phil 
adelphia, Pittsburgh, Detroit, Min 
neapolis, Richmond, Omaha, St 
Louis, Denver, Plioeni.v, and New 
Orleans. Each of the offices will Ik 
in operation by 1964, Schuele notes 
The extended local coverage fo: 
the radio rep firm will offer adver 
tisers many different services 
Schuele said, including tiie creatioi 
of sample radio campaigns, to 
gether with providing examples o 
successful sales results from othc 
cities. 

Stations will benefit, lie saic 
from a central billing system to b 
inaugurated. 

Under the plan, both advertisin 
sales and station solicitation riijhl 
in the territories are offered an 
will be protected. 

Cost of the franchi.se in eacl 
the cities is set at .S3,(MK), phi 
monthly fee of $200. Initial cost 
retmned to the franchi.se at end < 
the fifth year of association. 

Going to each franchise will 1 
a tape library on BTS statio 
sidvscriptions to SRDS, SPOXSO 
and other trade publications, p 
motional file, and other equipmei' 

In addition to an interchange 
ideas, annual conxentioii, and 
gional meetings, franchises \v 
ha\e mcmbersliip on the hoard 
directors of the national firm. 

West coast meet for TA( 

Program directors of Tcle\isi 
Affiliates Corp. subscribers 
western and pacific coast art 
will gather at San Francisco's H 
ton Inn 26-27 August to e.xchan 
ideas and discuss latest trends 
the t\' industry, announces T/ 
v.p. Robert Weisberg. W'orkshc 
during the two-day meeting v 
focus on children's programii 
sports shows, editorializing, n ■ 
production ideas, selling public ■ 
fairs programs, and new ideas i 
women's programing. 

\Veisbcrg pointed out this » 
the .second TAG Programing C - 
ference to be hekl in rec t 
nKmths, and was .set up to accf- 
modate the increasing uiuuher 1 
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iilcnilxT stations in the West, ilou 

il(>ttl>l(- the lol.il at till' same time 

last Near. 

Tlic first (■(infcu'ijcc llirs \i\\r 

kvas tlic second annnal ex cut lu-lcl 
ill C]ln'cdt;ii, ami \\as attciulcd pii 

• iiaril)' hy rastcrn ai.ul mitlwcsti-rn 
rA(' snl)scTilj«Ts. W'cisht'i i; said 
wo CDnlniniccs pj-r \car would 
ikcK lu'iMinu" standard '\'\(.'. prac- 
icf, as it is felt tliat rcp<Mt com 
criMifcs have a decided .idv.nita^e 
H'canse tlie workshop sessions 
itiiction more cliecli^flv with 
mailer jlroiips. 

52.5 mil. for 'Century 1' 

A (otal of $2.5 million in i;lol>al 
ales lias heen rniiii np In ^Olli 
'eiiliir\-l'o\ Tv for its .'W-lille 



Ci iiliini I f( atnre idni p.iikaHe in 
the tell inoiitlis since il> lirsi do 
iiieslie release, reports s\ iidic.ilion 
director Man SiKerh.uh lie s.iid 
foreii;ii sales .iccoiint for sniiie 20' r 
ol the p.ick.me's tot.d riM iiiie. 

I'irst .iir<-d on i\ \ \IU!'s .Suh/r- 
tliit/ .\iu.lif III thr A/mi ICS, tin- jku k 
•me is now In l) domestic ni.irkcts 
.IS well as ill Latin \ineric.i, l''.ii- 
rope. ('.III. id. I. .ii|d \iistr.iil.i lie- 
cent I'.S. s.iles incliidi- kr\l<-'l'\' 
l'lio.-ni\. WHWrV Creeii lia> . 
k ri A'. .Sioii\ CilN; \\ l.\l). Das ton 
and U M l U -TV, I'orll.ind. Me 



STATIONS 

.S.M.I'I.S: Sescn lioiir-loii^ concerts 
1)V the N'.ition.il C.illerv Orchestr.i 



of the V.iticin.)l ( ..ilh r\ nl \rt w ill 
lie |>ri seiiled in prime tune durin ' 
the V)(Vt (\ I si'.ison on W lOlM \ . 
W'.ishinmnii. sponsored hs \iiieri- 
can Sccuril)' imd "I nist ( '<i. Last 
sc.ison lonr diiui ris ii\ the on nes 
tr.i \\en' tehsiscd, th< list diree 
iiiuh r spi iiisorship ol ihi s.iiiie ad 
\ertiser . . I''<ir tin (onsiiii 
tive \e.ir, the C^eiicral ( oiifcrciu c 
of the .ScM'iith-l ).i\ \tKcntisl 
( hnrcli h.is rem wed its spmisoi 
sliiji of Tltr Vviii of I'lOjilifi 1/ om i 
\flitiial Hroadcastiiit' Ssstciii. Ht 
iiew.il is for .1 full \ e.ir .iiid 1h i oiiies 
elfcctive 1.) .Scpleiiiher .\/<(ii 
and S<-u lire, .1 series (if I 1 ipi.irtei 
lioiir pronr.iiiis, .irc lieiiiii pres( nted 
o\ iT W'C'V, .Si lieiiect.uls , c\ er\ 
.Monday, \\ ednesd.u . .iiid l-"rid.u 
eN'ciiini; sponsored .is ,1 piihlu 
sciA'ice 1>\' llie st.ilioii, the .Valioiial 




Bringing 'students' up-to-date 

.\l)Ovc, \\ JAR-T\' ;irl <lir. J.uk I)f\ trc.iiiv rvpl.iiiK jiri-ii- 
ar.ition of ;irl for l\ sliiU-i for his chiss. hfiiii; helil in 
Oiilirl Co. piTsoiiiU'l offiic. Below, ji.iiu'l of WJ.XR- IA' 
nJii-fi roixlnct criliiiiii' ,it oonipK-lioii of cKvs'i scnsioik 




Station shows admen new tv tricks 

JAR-TV recently held a refresher seminar in tv pro 
' duclion to meet an industry problem, created by tech 
nological improvements in tv production having advanced 
well beyond the familiarity of many advertising agency 
production departments. This has resulted in production 
problems at many tv stations throughout the country 
today which could be directly attributed to the lack of 
production information on the part of local advertisers. 
Dave Shurtleff, tv station manager, stated in his letter 
of invitation to local ad agencies and accounts; "WJAR 
TV has acquired much of the new equ pment Station 
personnel undergo continual training in new techniques 
to enhance the impact of the advertising message at less 
cost through improved production methods. " 125 people 
responded to Shurtleff's invitation to the scheduled 
evening seminar. The meeting covered the subjects of 
copy, art, slides, film, video-tapes, and public service 
projects. In the first clinic, representatives of the sta 
tion's management team, including sales manager Ed 
Boghosian, program manager Jim Gleason, news director 
Dave Mohr, and public affairs director Fred Griffiths, each 
spoke approximately 10 minutes explaining their func 
tions in the tv operation. Guests were then assigned to 
four groups, each to rotate through classes in copy. art. 
tv film production, and studio procedure. The station 
provided all who attended the lectures with a copy of 
the "WJAR TV Handbook" as a guide. The sem nar con 
eluded after a q-& a period. The program was deemed a 
success when the vp. of one of New England's large ad 
agencies rose at the conclusion to note: "V/hen I cane 
tonight I felt 1 knew a I there was to know about tv pro- 
duction . . . Now I know hort I'ttle I real y dd know" 
A second seminar is planned for the near future 



5NS0R/5 AfcfsT 11163 



L 



SPONSOR WEEK Stations and Syndication 



■ 

1 
I 



Newsmakers in 
tv/radio advertising 




R. E. Sliireman 

"Dick" Shireman has been elected v. p. of the 
Star Stations ((KOIL,' Omaha, KISN, Portland, 
and WISH, Indianapolis— subject to FCC ap- 
proval). Shireman, who will continue as direc- 
tor of sales, has been associated with the 
station web for the past four years, serving as 
manager of both KICN, Denver and KISN, Port- 
land. Prior to that time, he was associated 
with the Hearst organization in Milwaukee. 



Lester Bailey 

An information officer in the U. S. Department 
of Labor since 1962, he has joined KGO-TV San 
Francisco as a tv news reporter. Bailey dir- 
ected a public relations and marketing firm 
from 1958-1962, was previously assistant com- 
mercial manager for KSAN Radio, S. F, For 
11 years he was executive secretary for the 
NAACP in Cincinnati, then -field secretary on 
NAACP's national staff under Roy Wilkins. 





Frank Fagan 

An executive v. p. of Young & Rubicam, Fagan 
has retired after 29 years with the company. 
He joined Y&R's merchandising department in 
1934, later became a member of the contact 
department. In 1943 he became a v. p., and 
a member of the executive committee and 
plans board in 1946. He advanced to senior 
V. p. in 1953, executive v. p. in 1958. Fagan 
will operate a marine supply business in L. I. 



Jack Sameth 

Sameth has been promoted to executive pro- 
ducer for the ABC-TV network programing 
department. A director for the network since 
1955, Sameth joined ABC as an associate di- 
rector in 1950. He replaces John B. Green, 
who resigned to become producer of "100 
Grand," a new ABC-TV quiz show slated for 
the fall. Sameth directed the Kennedy-Nixon 
debates and many other award winning shows. 




lit 




W. D. Williams 

Lehn & Fink Products has named Williams 
director of product development for the na- 
tional laboratories and professional products 
division, A 15 year veteran of the company, 
he began his career as a research chemist, 
advanced to director of research, and later 
assumed responsibility for production and 
research of N-L Products Limited, a line of 
sanitary maintenance items 



1 



Coniinerciai Bank and Trust Co. of 
Aiijany, and, the Niagara-Mohawk 
Power Corp. in coopt'ration witii 
the Institute at Rensselaervilic . . 
Dime Savings Hank of Brooklyn i 
sponsoring 22 Xew York Times 
news periods a week over WQXU 
New York . . Pabst Bhie Hihhon 
Ik'cr and Colgate-Pahiiohve's Fah 
signed for h)ng-terni saturation spot 
eanipaign ou Spanisli-sjieakin 
KWK\V, Los Angeles . . Tlie Pliil 
adeipliia liagios' 1963 .seliednie of 
five pre-season pro footliall games 
on WCAU-TV will i)e sponsored 
i)y Goodyear, Charles Bruning Co.. 
P. Ballantine, Remington Rand^ 
Monroe Auto Etpiipment, J. P. 
Stevens, and Dreyfus & Co. . . . 
New business on KCBS, San Fran- 
eiseo, ijicludes Plymoiitli Deaicn 
Assn., American Express Credit 
Cards-Restaurants, and Delta Air- 
lines. 



CHANGING HANDS: WAU.V 
(AM & FM), \\"auke.sha. Wis., sol( 
for $42.5,(K)0 to Midwest Brondeast 
ing Co., C. W'ayni' W right prcsi' 
dent. Seller is Waukesha Broailcast 
ing Co., owned by Mig Figil 
Charles Iv Williams 6c Assoeiates 
Blackburn brokered the transaction 1 
. . . WUON, Honceverte, W.\'a" 
sold b\' Blake Broailcasting Corp. 
Bi'tty Ann Sanders, president, tl 
(Mcenbrier Broadcasting Corp 
Nash L. Tatum, Jr., of Hichnionc 
president. Blackbmn lirokercd th 
sale for including a 8.36 

(X)() consulting and non-conipetiii 
agreement with .Mrs. Sanders. Ti 
turn is an account e\ocuti\'0 wit 
Duncan Advertising . . . KRKN 
Sherman, Tex., sokHor .SlS(),(KX) h 
A. Boyd Kelley to the Mayor ( 
Alamogordo, N. M., Wayne Phelp 
who also owns KALC in Alann 
gordo. I laniiltou-Landis & Assoc 
atcs hi'okerecl the deal. 



IIAPPV ANNIVERSAUY: WNA( 
Boston, 1{K() General's key statii 
of the Yankee Network in Ni" 
England, marked its -4 1st birtliil. 
on .31 July as Bostons first nid 
station. Anil as in celebration, ll 
station has expandeil (o a 2-4-hoti 
a dav schi-dulo . . . KSAL. Saliii 
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tliiiiks it 111.1) iMiry llic oldest tMii- 
M'l-nliv'c (l.iiK proi^iMiii in (lie 
wdilil. It's .\ Hit of Chci-r ami Sim 
.i/u'nc .iikI It Ii.kI its iiiili.il liid.idr.ist 

I nil (i n.vi-iiii)fi \'.r^■2. met ki'm 

Al'ilciic. W'licii lluit st.ilioii iii()\c(l 
ltd Wk'IiiI.i ill 1910, llic pioi^i .1111 
|m:is taken over 1)\ K.S\1„ Hro.id 
Irast (lail\ , M'veii d.ivs .i week, it 
|rrf<'nll\ li.id il^ ll.l.V) eonseeiilive 
■diiiiiU, it was origin. lied l)\ \U-\ 
'I'li'iul .\'\e J. I>.niuina(le who still 
I i^ititiiiiies III do till- proi^i.ini d.iiK . 

\'\A\S: NV.M'i:, Jaeksoii- 
I'jlle. iiuTi-ased davtinie power to 
iO k\\ was" approxcil and will take 
flffi't \er\" sliortly. Ninlil power 
Iroinains tlie same . . , W hen NN'.V.S'I'- 
Alb.iny. heiiins full power op- 
Miiliiins IT .Vntiiist Iroiii its now 
Itwver jnst outside of North TroN , 
|-|)Liinu'l 3.) will leave the air as it 
nil no loimer he iiecess.iry for 
L'K'wrrs to nsi- thrir iihi signal tiiie 
|u t!n' im-reased power of rh. ].']. 



lOCIl.A.M XOTICS: j-o, the first 
iim' since W orld W ar 11. \\ S.\C. 
Itustoii. is on the air all nii;ht. Hold- 
forth, siiiee 2?) JiiK'. in the wee 
of tin* iiiv;ht peojile, from 12 
tliiii;lit to ■) a.m. t'aili wx'ekninlit 
*1 until a.m. on weekeiuls. is 
flt foniHiisseiir of the oiriu-at. 
iiiH John NcIh'I. Loni; John has 
*'ii featured on WKO (General sis- 
Mation w on. N'cw York, for the 
tiM si\ vears. 



JBIJC SKHN ICK: 165 C:,-.iri;ia 
iuf iind Iv stations ran a st.ite- 
[klc s.ilur.ition campaii;n to help 
|k*\ i.itc till' shortage of teachers 
<0lc stales srh.x)ls for the HJ6:>- 
st'liool year. Thonsands of an- 
BiiH'eirtents aiinetl at helping 
^iiiperintendcnts find new 
btl replacement teachers were 
Imi l>y Geornia .\ssii. of Droad- 
stfrs stations. The canipaii;n was 
(ititUed by CMVs edncalitHi cliair- 
Allcn .Marshall of W k'ICl'. 



lAi'K.s iu:ai)V: 

(if Freedom — Series #4 is 
npirte and shipments are beiiii; 
tit radio stations across lite 
«ry |iin rc(|n«^sl). The series. 
st«l b\ the Freedoms Foiin- 




'Biggest Grab Bag' holils KHJ TV's prizes 

\I<hIc'I clc'foi.itc. "HiUUc^t (ir.ili H.ii;" iiM-<l l)\ klll-'IA I. V . to liojij prt/i v I ir (cmlisl 
proiiuitmc 1)11'- of its iicvvi vt pr<ii;r.iMiv. " Ilic Hii; Slnn\ ' |.it>'-i)ii;lil ikimi. Two mivhtn 
\\ liovc ciirib wiTc pictx'd »',mii' t'l ^tmlii) r.uli ti> pii l> pri/<v riii.;Mii; fnim finijir if 
.1 \^)2(i .iiiti) iir .1 tdiii tliiiinli (liiiiihlc In .i t.ipi ntoriliT or s(( r>'<> m I dnrii u •< i I ' 



tlation at \'alle>' l'i)rj;e, is produced 
by W'lHC. Philadelphia, ami sta- 
tions interested slionld send ^2 to 
the station to cover t.ipe, handlinvl. 
and mailing. Some -IfiT stations 
haw carrietl N'oiees of I'rcethmi in 
the past. 



W'KST INDIKS STATIO.X: The 
Jamaica Broadcast in;.; (!orp. startetl 
a fonr-lionr dailv schedule ol 
Iv broadc.ists on .Viiynst I. Tlieie 
will iiiitiallv' be three tr.nisniitters 
— at Kiiiyston, ('oopers Hill, .md 
C^entral M.iiiebestiT. I'l.nis .ire ti) 
expand the traiisinixsion s\ xt« m 
rapidix' until the entire iv| nul iv 
full)' eoxeri'd. Teiliiiie.il ,itid pro- 
Uramiim p« rsoiiiiel Ironi .ibro.id .ire 
in J.im.iie.i lielpiii'.; to Limiili tin* 
new station but xxill dt p.irt xooii 
after si<jn-oii There is to lie .i iin ru- 



tin; of |1U sl.iif for Ixilli r idio nid 
Ix .Is f.ir .is possible. 

c:()N\F,.vii()\ ( oMMiiT i:i:: 

i^iehar.l W . Cili.ipin. KFOi;. 1 in- 
cohi. \cl).. and C^li im \l.irsli dl. Jr 
NN'J.X'I", J.icksoin ille. X ice ihiiriiu ii 
of the \ \M n.idio md 1\ Ho.ir.ls 
respettix elx . will lo-t h.nrincii tlii 
group's I'KjI ( 'oiix eiition ( 'iiiiiiiul 
tei'. xxliitli is respiiiisibN- i ir \\u 
oxer.ill pl.iniiiiii; .md < |> r.iti ni of 
the alf.iir. Tlii" i < nix i ill ion xxiH U 
held o-S .\pnl .it llie ('uiir.id llilloii 
Hotel ill C'liK.mo 

ji'.m: in j \ni \in jin i'. 

To help kiik olf llie ( liristm is ii 
Jiilx " s.il('s ( .mip.ii'.:ii 1( r ( .1 lu r il 
I'in.ince ( orj) . Wl'I \. I.nnpi *st 
1*1 lersbiir.:. lit I I .1 ( liristm is I' irtx 
fur C.V'C e\( ( s ( im|>li ti- xx itli 
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KFr640 

• • «^ OM. CSOMPANY Of CAi-frOBWA 

twtlwniwfYnN • uKx^mwE 



WHAT ARE 
YOUR 

PHOTO 

REQUIREMENTS? 



RATES are rales Ihe 
world over, and ours 
are compelilive 
($22.50 for 3 nega^ 
fives) 

BUT QUALITY 

is someffiing else 
again .... ours is 
superlafive. 

And SERVICE 

is sfill anofher naf- 
fer ... . ours is un- 
beafable! 



BAKALARCOSMO 
PHOTOGRAPHERS 

111 W. 56th St.. N.Y.C. 19 
212 CI 6-3476 






KFI in mid-season promo for L. A. Dodgers 

StandiiiK in front of KFI poster being exhibited throughout Greater Los 
Angeles as a reminder to Southland residents are (1-r) Russell Smith, station's 
ad-p.r. dir.; station mgr. Charles Hamilton; gen. sales mgr. A. William Oster; 
American Tobacco dist. sales mgr. M. Elliott; Foster & Kleiser local sales 
chief Hank W. Seidl, Jr. 



enrols, tree, and presents. All the 
presents were pretty zany — like a 
print of Wliistler's Mother for an 
offiee manager who needed a secre- 
tary. 

MOVING: Joseph K. Dawson to 
research assistant and sales presen- 
tations writer for Jefferson Stand- 
ard Rroadeasting and Jefferson Pro- 
(hictions, Charlotte. The hroadeast- 
ing company owns and operates 
WBT (AM 6c FM) and \VBT\', 
Charlotte, as well as WRTW. P^lor- 
ence, S C. 

Hod Trongard, news (lireetor, pro- 
moted to director of news, sports, 
and special e\'cnts, a new depart- 
ment at WLOL, Minncai)olis-St. 
Paid. 

Harvey C. Ellsworth to program 
director and John Cavanaugh to 
the news department at KALL, Salt 
Lake City. 

Stanley Zippcrman to public rela- 
tions director of KlIX-TV, Los An- 
geles. 

(oseph O'Connor to \\'lJi\\'-T\'. 
Miami. 

Hi! Kodgers to i)romoli()n manager 
of KIJZ,, Denver. 

Harvey Firestone to the i)iil)licity 
and i)iil)lic information dcijarlnient 
at \VJ\V-TV^ Cleveland. 



Charles Keller to director of news 
and special events for W'FIL radic 
and tv, Philadelphia. 
William J. Mathews, Jr. to sale: 
manager of W'GHQ, Kingston, N.Y 

SYNDICATION 

SALES: Jayark Films' Blockbustc 
Features have been sold in an addi 
tional 18 markets bringing total t( 
217 domestic and world-wide mar 
kets . , . MCA TV sold its M-Squm 
to Ford Division of Ford Mot< 
(JW'T) for nine markets and Stat 
Trooper for three markets . . 
Eeonomee Television Programs d 
vision of United .Artists Telcvisio 
reports 23 additional sales for Tli 
Anil Sotitlicrii S/ioir, bringing lot; 
to SS stations . . . Seven Arts .Assoc 
aled sales in one week totaled - 
stations signed for its Warner Bro 
and 20tli Centin y Films of the 50 
and other jirodncl . . . TJie Eiinjcli 
paedid liritaiiiiiai Films Lilnanj. i 
syndication by Trans-Lux Tclc\ 
sion, has been purchased for Ion; 
term u.sage by eight moic station 
bringing market total on the fili) 
close to 1(X). 

PHOGHESS HEPOHT: A bann 
first \ear has l)ccn reported I 
Four Sliir Distribution Corp., whii 
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Melvin the Clown's a jewel of a salesman 

Xc.irl> l,(M»0 viiwirv of WlA'O-'l A', ItiH iKfonl. 111. MMt.-<l ((iiii.i\"n JiWilir 
111 iii<< t Nl.iliiiii's \lil\iii tlir ("Idsmi .hkI Ii.im- fri-i- mlltc ,Ui<l IN p>.i i ii .1 
Siiml;i\. ill n-NlxiiiNC to 12 Npnls mi \\ l\'(). Morr loi.ii .miT I'liil IWrtiiiaii 
s.i\ s. "ll >;r<-.il. TliiA cMi))i not oiily to In- < nli rl 11 i\ ll» \ < v h Io Ii i\ 
It «■.!<■ .1 tr< iix liiloii-- il.iN," In' a<l<liil 



closi'd its fiscal year with .1 sali". 
total of <)\('r $3 milliim. 'I'lir com- 
|Kiiiy iH'jiaii its (ipcratidii in Scp- 
tciiilxT of J9()2 I'wc o(l-nct- 

woi k scrii's. The Dclt rtii < v. /,<((i< 
C.'/cj/ TIniili r. Tnr'^vl: Ihr Vonup- 
Inrs. Tin' /.die iiiul A/c. jours, and 
.S/(io((()(i(/i \\<sl. Ill April 
tliicc additional itir-iictuork scrii-s 
VMTC added to the imciitory. Tlicy 
wcrt" 7V1C Dirk I'tmcll TIniiUi-. 
lUflcHuui, ami Thr 7'oui i'Airll 
S/unr. 

DOl'HI.K IIKADKH: Tuin boys 
were horn i'l JiiK to Mr. and Mrs. 
Mic-liard I'. Uraiult. lies iiicsidt-nt 
of Trans- Lnx Corp. 

MON'INC: Jack 11. Hartley to na- 
tional sales nianancr for N'ideo 
\'ari(«ties. I'ittsimr^h. 
I'rcd Hamilton to proj^rain director 
for Internatioiial N'ideo Tape Pro- 
ductions. 

Hcrlr II. lU-rnian and Harry Sanger, 
former eastern and sonflieaslern di- 
\ision .sales nianamrs for Hiiliard 
II. I'llinan. lia\o joineil .Mark Cen- 
Inry Corp. in similar capacilii's. 
Rernian will lii'achjnarlcr in Buf- 
falo, Sanger in .Miami. 
Peter S. Hod>;crs elected senior \ ice 
president of Nati(maJ Telefilm .As- 
sociates. 

Jack Sohel named manager of na- 
tional sal(>s, west coast, for Screen 
Gems. 

Art Greenfield to national sales 
nianager for M. and .\. .\le\aiider. 
Diana H. W'ennian to olRce admin- 
istrator for Sandy Howard Prodnc- 
tioiis. 

Ilowiird Graf man to central divi- 
sion sales manaiier of .Allied .\rtists 
Telesision. 

REPRESENTATIVES 

PPOINTMKNTS: Hlair Televi- 
'on in'A l)i\ision luis formed aiul 
ill <>\chisively n>p tlu> Ceorgia- 
nui. Network as an aid to more 
luplified an\i l)n> im:. Stations 
ivolvcd are \\'AH-T\', .Vtlanta; 
\T\'C. Cli.ittanooga. and WTN'M, 
ohnuhus . . . W C.MIl. 1 larrisijiirg. 
o ll-H Heprcsentative.s, from Holl- 
ug . . k'HMC, Tnl.sa. and KIOA. 
es Moines, to Hohert K. Kastman 
. . KH\IT-T\*. Beanmont-Port Ar- 
luir, and KKVK, Minneapolis, to 



Hoger () ("onnor, bringing tot.il sta- 
tions for the new n-p firm to cinlit 
am and one tv. 

.MOVING: Thomas K. Hard) to the 
New York sales staff of .\lc(ia\ rcn- 
Cnild. 

Charles J. Shaw to data processing 



manager of ll-M I'.iils, tin- urw 
electronic data proi-i-ssing division 
of ll-B. 

John Kat/ transftrrcd from the 
D.dlas radio st.ilf to the St Louis 
radio staff of k'.it/ \genc\ 
Mai ICvvini; to Hollywood ollice 
manager of Roger ()'("onnor 
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PRINT WAGES WAR 

( Coulmncd from pn'^e 27 ) 

"Inst week.' And tlie fiec[iK'nt view - 
ers, tliose wlu) saw a speeifie sliow 
five times 'last week' aeeoiiiited for 
(Jiily 8!? of tilt' lioiisewives ([iiizzed." 

It's wortli pointing out tliat tliis 
"siirwy" eo\-ers only four daytime 
programs, tlirce ol wliieli are soap 
operas. Interviewing eonsisted of 
plione ealls to hoiisewi\-es, who 
were asked which of these four pro- 
grams they'd watched, and liow 
many days they'd watched them 
All the eonelusions relating to ehar- 
aeteristies of daytime tv audiences 
\\'(Me hased soleh' on the house- 
wi\-es who watched each of these 
programs eccrij daij of the ivcek. 

Aecoidiiig to Hobert l loflinan, re- 
search manager of tlie Cronp W- 
owued TvAH rep firm, the use of 
faulty research techni(ines and the 
application of results far heyond the 
scope of a pai ticular survey is "inex- 
cusahle." Ht)flmnn's wrath steins 
from the fact that all daytime view- 
ing is described in terms of the ex- 
IH'rienees of only 8^? of the sample. 

Based on this S%, McCall's claims 
that these [irctgranis have the great- 
est appeal among women who: are 
older in age; are widowed or di- 
Norced, have only a grammar school 
edneation; live in the lowest-income 
households. 

W'liiit MeCalTs doesn't remind 
admen is that the four chosen pro- 
grams would, in a three-station mar- 
ket, reinesent only 1?! hours out of 
a total of 33 hours of programing 
between 7 p.m. and 6 p.m. dail\'. 

What's more, soai> operas have 
traditionally registered above-a\'er- 
agc appeal among (rider people. 
(On the other hand, da\'tinie mov- 
ies attract an above-aN'crage propor- 
tion of N'onng women). 

"If this same approach was ai)- 
plied to women's magazines," llofl- 
inan remarks tartly, "we would 
niea.siire their readership ou the 
basis of the mnnbcr of wonmi who 
read fom- particular articles selected 
from this group of publications." 

Another serious and deliberate 
Haw in the \lc( ball's presentation is 
the use ol a small group ol five-a- 
weck viewers to mirri)r the ebarac- 
lerislics of the cnliic davtinie t\ 
audience, lOven within ihe limita- 
tions of the Hooper sin vey, the aji- 



ahsis of the kind of wcJmen who 
watch these programs should prop- 
erly have been based upon all view- 
ers rather than the group which 
watches five days a week. 

Could it be that the use of a total 
audience would have produced dif- 
ferent results? ^ 

REGIONAL. ADVERTISERS 

( Coutiiuicd fvoin pw^e 31 ) 

he recalls."- This year, UA-TV re- 
gional adverti.sers total three, being 
Savannah Sugar, Liberty Mutual In- 
surance and Lincoln Income Life. 
Savannah Sugar and Lincoln In- 
come bought Lcc Mdwin Presents — 
iMiubrettker and Liberty Mutual In- 
surance bought the six (me-hour 
W'olper specials. 

Hifkhi and bis sales force baNe 
fonnd the regional advertiser to Ik 
more of a program merchandiser 
and more concerned w ith his e-p-m 
in sales than he ever was with his 
c-p-ni in N'iewers. "The concentra- 
tion on local identification seems to 
he more evident with the regional 
advertiser because of the regional 
connniijiity relationshii)," Hifkin be- 
lieves. 

According to Jirbn H. Burns, 
MGM Television vice president in 
charge of sales and a \'eteran of syn- 
dication, (he was in charge of na- 
tional and regional sales for ABC 
Films previously), there are two 
primary reasons for the attrition of 
the regional sale in syndication. He- 
gional advertisers have always in- 
sisted upon prime time for sjndi- 
cated shows. Burns notes. But in the 
past few years networks expanded 
their prime time programing ?.nd 
stations have increased their net- 
work programing, Buiiis points out. 

The result: few prime periods are 
now open to a weekly regional ad- 
vertiser. 

"A second factor is that the re- 
gional advertiser insisted on (pialitx 
first-run product as his vehicle, and 
this is no longer generally avail- 
able," Burns sa\'s. "Most producers 
won't venture into production of 
shows designed lor syndication be- 
cause of Ihe weakness of the mar- 
ket and the difficulty of recouping 
costs," 



But some major syndieators stand 
ready t!) provide qualit\' first-run 
product should regional advertisers 
appear on the scene. 

This is the wa) Leu Firestone ap- 
IJraises the situation: "Tbe prime 
time situation is now easing and it 
could he an inventive for substan- 
tial regional advertisers to return. 
Some regional advertisers appear to 
he taking their cues from network 
users and buying partieipati(ms. 
Some of these will soon wake up 
and say: 'W'e miss that identifica- 
tion with our own show. W'e can't 
do mucli promotion and exploita- 
tion with the kind of buys we arc 
making today. Maybe we should be 
going back to fiist-run syndicated 
programs.' Ves, I think regional ad- 
vertisers will return and we're ready 
for them if they want first-run prod- 
ucts, if enough regional adverti.sers 
are ready to go, we can do a job for 
them." 

Firestone revealed that Four Star 
is presently dcN cloping two first-run 
jiropertics for syndication. But he 
said, with emiihasis: "We won't go 
idiead with production until there's 
a big regional ad\ertiser available. 
Otherwi.sc, it's too risk)' an under- 
taking." 

The regional advertiser, as Lic- 
henguth anahzes it, didn't disa])- 
he was abandoned. The re- 
gional ad\ertiser was left high and 
dry by the svndicators "and was 
immediatcb- coddled to the relative 
'safety' of spot flexibility b\- their 
agencies," according to Liebengiitli. 

"As an e.vample, a short while ago 
I was involved with two blue chip 
regionals who wished to renew 
sponsorship of their programs at I 
10 per cent increase in talent eosi 
but the s\ ndicators concerned clio.se 
not to continue production — and ' 
there was no other suitable prop- 
ert\- to replace I hem," sa) S Lichen- 
guth." As of this date, both of these 
ex-program sponsors are firmly pn- 
treuehed in flights of participations. 
It is true that regional sponsors rep- 
resent the backbone of syndication 
— fir.st-rnn ,s\ iidieatioii. that is. And 
I believe the same situation will 
prevail again. However, lhe\ want 
a program that is exclusive, nior- 
ehandisable and new. with first rale 
production. When such programs 
become available, then syndieators 
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(iiii icliini to rt'ninii.il \|)nn\<ir. 
not \ ( r\.i. Sloici I'ronr.iiiis is 
pl.iniiini; to do pisl tli.il. ' 

In (.'.irlloii'\ npiin'dii, llu- region. il 
crliscr did not dis.ippc.ii loiii- 

|>l< . lint he cert. link lias hci < - 

iiioif clnsivf, 'I'r.nix l.iiv 'i'clcv isioii, 
,u'i'(iidni<4 to (.'arllon, lias a snlisljii- 
lial .inioinit invested in llie heliei 
lli.it die Kiiioiial ad\erlisei' ean l>e 
l)roii<4lit l)a(-k to television willi 
|)i'o|)ei' proi^raniiiii; and tlie rnrlliei' 
belief lliat lime sitits will open up 
(oi llu' lei^ional advertiser as in the 
past. 'I'lans-laiv is preppini; a liall- 
lionr series ealled Ca/cs7 Shot vvliicli 
it rei;ards as ideal lor llu' rcnional 
adv ei tisci". 

Option rnlini; i;o(>(l 

"'i'lie option tinu- ruling niav not 
<ipen doors (slots) l)nl it nntsi liave 
a positive iiirinenci' on the lliinkinu 
()| lii<)S(> who vvonid like to see a 
return to firsl-rnn svndiealion |)ro- 
Lji'.nns." savs ('arllon. "Tlu* r(\i;ional 
a<lvertiser and liis ajiencv- nnisl vvel- 
ronu> the opportunity to re-estal)lisli 
tlx-ir position in the markets lliev 
M-rve via television. I'ntil tlie rnlini; 
x\-,is liand('d dovvi), it was larjiely a 
matter of conversation. Now, at 
least, lli(>re is a wedi;e and conver- 
lalion can heconic ai'tioii." 

Speakin'4 of option time, \'iclorv" 
iil^erves that region. d and national 
.id\>'rlis<'rs sneli as .Xnioriean Home 
I'rodncts, Coliiale. Lever. VtiC. Kai- 
stafi and Mndvvcisor are continually 
stiidvin<; the ni.irket hy ni.nket pat- 
Leni v\ ith .1 view towards a shift in 
llu'ir media planning. "This v\'ill de- 
[K'ltd on how station option linu' 
v^fll li(> allecteil in tlu> conn'm; sea- 
Miii," N'ictory s.ivs. 

Ki-lioini; I'anpel's sentiments. 
\iC\ 'r\"s (a)ld(>n ohservcs that 
hilHiV' potential renional advertisers 
'^llo normally wonld sponsor tirst- 
niu svndication programs lu'canse 
lif i;ieater identification with a p.n- 
li(.-ii3.ir series, now find there are not 
utauv first-rnn svndii-ation programs 
>t^Jii,Li)le for sole sponsorship. 
_ tlnwever. C.olden maintains, there 
w ^lTll important regional spon- 
■>i>rs. like Kroner Snperin.irkets and 
ICA Stofi', which liav <>. for cvainple, 
Lnitr jt To lian cr ,md Ihuhrlur 
iiitlitf ill Ohio. "We helieve that 
du' (, tic4. kerbo.ird p.iltiTii of pre- 
'inptifiii .ironnd tlu- conntrv will 
^oiilijuie |o expand, lhcrcl)\ m.ikini' 
t likeb dial renional advertisers 
AiW (Piice ai;,n'n find it dcsir.d)le and 

tMlSO»/a .viT.i.sr l'.Hi3 



ellieieni to sponsor their ov\ n pro 
',;i anix." ( iold( n s.i\ s. 

( 'oinnientini; oil (he ('li.niv;inu p,il 
Inn ol s\ iidie,ilion. \lviii .Siissin.in. 
vice preside lit ol W lU] l'roi;raiii 
S.iles. Inc.. S.IVS llie iei;ion,il .idver- 
liser now leels ill, it oil network I e- 
riiiis doii'l (leliM'r to him the desired 
id( iiliiiealion .oid the iiiei'eli.in<iis- 
ini; |ioleiili.il, so he li.is taken to 
spot liiiviii'.; — v\hi( li no m.itter how 
it is iiilei'preled li.is heeoiiie ,1 trend 
in till- iiidiistrv, 

"llovvever. il in the fiitnre the 
indiistrv produces and in.ikes av .lil- 
,d)le more first i'iin prodnct, there is 
no donhl in my iiiind that the re- 
yioiial ,idverliser will reapp<-ar in 
slioiii; immliei's," .Siissni.m savs. 

\sked how this rel.ites to V'/iC 
,S/ece All(\i Show .iiid other ("roup 
\\ svndicated pronrams such as The 
('liil<lir\i'x .S/>cri(;/.v, .Siissinan points 
out th,il the .Mien show is in essence 
.1 spot carrit>r hut an inireasiiiij 
ninnlier of r(-gioii.il and national 
advertisers are liiiviiii; the show on 
a rei;nl.ir hasis. 

"In m.ikini; snch a hiiv on die 
■\llen show, the advertiser ai'criies 
sonu* of tl»(> hcncfits he cnjovcd in 
re.nional Imvini; of sev(>ral V(Mrs 
auo, "Siissnian points out. "lie is 
Imvini; .1 first-run sviidicatetl iiet- 
vvork-lvp(> show, with all tlu* I)cne- 
fils he was accnstoined to receive 
in liis previous rejiioiial hnv iiiij pat- 
tern." 

Sjxinsors show interest 

That adveitisinn aUeiii-ies and 
their i lit'iits arc I)Ci;iimin<; to show a 
rtMiewcd interest in regional pro- 
graming hiivs rather than spot I)nv- 
ing. is also indicated I)y .\iU- i'ilnis' 
Tohin. 

"In tilt" past several months, we 
Imv(' hccii getting more and more 
reports from the large .id .igeiu'ies 
and from oiir division m.iiiagers in 
tlu> fieltl ill. it the regional advertis- 
ers of ionner \(>ais ai(' again e\- 
pr('ssing an iiileresi in progr.iming,' 
'i'ohin says. 

Tv film sales on a region. d p.itlern 
still constitute .in iiiiporl.int p.irt of 
"our hiisincss." s.ivs Willi, im 1' 
iirt'cn. vice prt'sident. s.des. \IK^ 
i'iliiis. hilt the trend is defiiiitelv 
avvav from this tv pe of ilistrihiilion. 
("iling rcc< lit s.des. iireei) ii.imed 
deals within the (iirreni ve.ir for 
snch shows .is llciuu •^rij .nid Thr 
DcjUilil. till- forim-r to i'oreinosi 
D.iiries in 1<) in.irkcis .md the latter 



to f '(//i/oDWd (hi III 1\ Scinlhwi-I 
lii.irki Is Ml ( iilloiigli ( orpi i.itiMii 

also I ghl I III l)i jiMlt/ \'<\ V) iii.o 

kets. Itiei II II il d ill. it III |i run 1 
Ve.irs it ^^as iml iiimsii.il In s< II ri 
gioii.illv III KM) III irki Is 111 III III .IS 
w .IS OIK e the ( .1 M' v\ nil I III' s.di < 1 
Jim M.K kiis In tli.il ni.oi\ uiiiji is Inr 
( '.II lings lirew I I V 

ri ( .' makes hig de.il 

Mori' evidiiKC ihil hii; ri-'imiil 
de.ils. .illiril not on th< SI .lie iil \i x 
lerve.ir. .ire hi iilg ( iiiisiiiiiiii.ili d 
(Mine List week vvlirii I iidepi 1 idi ill 
Telev isioii ( !orp ,111111 hiik ed v\ h.i I il 
desirilied .is llie liiggesi n guin.d ol 
the ve.ir, tlie s.de of si\. iirsi run 
oiie-lioiirs of the /o SUl[\ortl Slum (n 
I'oreinosi D.iiries for 30 m.irkris 
west III the Mississippi. 

"I think this .insv\ers the (|iii'sliiiii 
of v\hellter the d,iv ni the hig le. 
gioiial is gone," Alie M,iiidell. e\- 
eciitive vice president, ITC!. s.ivs 

"With the rele.ise of iiplioii li 

and the fiiliire prospects of .iddi- 
lioii.il ch.niiiels, we should see more 
of this tv pe oi s,ile. biil the (iii.il .in- 
swer .ilvvavs lies with the prodiiil. 
W'e invested millions ol doll.irs on 
the ]o Shilfiml Slum- for sl.irs ,iiid 
priHlni'lion .md .is .1 result v\ere .ihle 
to iiffiT the region. il .idverliser prn- 
graining that is lop network ipi.dilv 
in everv respetl. i'or the pro<liicer 
who is willing to ni.ike this invesl- 
incnt. tlie region. il , idverliser will 
.ilvv.ivs he .1 prime prospeit." 

MegioiKll .idverlisers ,lle slill 
.iroimd in s\ ndicilion ,iiiil ( )llu i.d 
j-'ilins is netting its sh.ire oi llieiii 
ai'iordinn to Scvimiiir Heed, presi 
dent. l',icilii' (I, is iV i'lleilric is now 
ill its second ve,ir ol spoiisnriiin 
{)i""s />/()i,'ri;;)/if/ series ni si veii ( .ili 
forni.i m,irkels. through liiilXNO 
Kans,is n,ikers \ss'ii. with .1 mini 
hership of ."iSO li.iiiks ni lli.il si.iii 
renewed lluy^niplii/ lor .1 siiond 
vi.ir in three in.irkels st.irtimi in 
Otloher. V i.i l-'orhes of \\ ii lnta 

in Slim, the iii.ijoritv ol svndu 1 
tors do not .ippe.ir to Ix' 111 .1 p.ir 
lieiil.irK liinh sl.ile ol 1 nphnri.i l lie 
over. ill moiHi seems to hi mie ol 
(Millions opiiniisin \\ ilii pi rli.ijis 
more prime time opening ,iiid 1 
w illiiigiii ss nil die p,irl if n nii 11 d 
,i(lv eriisers nine .14,1111 to iiivesi 111 
firsl riin prodin I tin re i mid ( 1 11 
(cu.ihlv lie .1 return to ili( sviidu.i 
lors'gr.ivv Ir.iin linw sih n .md Imw 
l.isl it vmII (iiiiii fi w .in n .idv to 
prediil ^ 



Investment Opportunity 



He's learning to feed your work force. 

It's a big job. And it will be bigger still. For by the time 
he is grown there will be twenty million more men and 
women ready to enter our industrial labor pool. 

To equip him for this gigantic task we must all contribute 
something. Planning, thought, money, love, training. Peace. 
Above all, peace and freedom. For \vhat will the long years 
of preparation mean if the fruits that he garners from the 
earth cannot be enjoyed in homes [hat are free? 

You have an investment in that youngster. To protect 
this investment, you can join with other leading American 
businessmen to promote the Treasury's Payroll Savings Plan 
for U.S. Savings Bonds. The Plan works for soundness in 



our economy, strength in our defenses, thriftiness and pru- 
dence in our thinking. 

When you bring the Payroll Savings Plan into your 
plant — when yott ciicoitrage your employees lo enroll — 
you are investing in those who \v\\\ provide food for the 
tables of America twenty years from now. You are invest- 
ing in all the young farmers, ranchers and herders of 
America's tomorrow. You are investing in America's future. 
In freedom itself. 

IDon't pass this investment opportunity by. Call your 
State Savings Bonds Director. Or write today to the Treas- 
ury Department, United States Savings Bonds Division, 
Washington 25, D.C. 



( J 

I 



i^': in your plant. ..promote the PAYROLL SAVINGS PLAN for U.S. SAVINGS BONDS (i^'u 

Vie U. S. Govrmment does not pay for this adverllsement. Vit Treasury Department thanks, for their patriotism. The Advertising Council and this magazine, 
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'VIEWPOINT 



A column ol comment 

on broadcasting/advertising, 

by industry observers 



Broadcasters And The NBBB: Self Regulation Can Work 



By Allan E, Bachman 
<-yrcutn r t icr iirriiilrtit. 
.V«/iiiii(i/ /{('((it {iiiMiit'w Kuri-iiu 

Vi'w l)iisiiirssiiicn would rc.iot 
kiiullv lo fiii'tlicr l>iii'(Mii('r;itio iii- 
(riisioii into (licir :ifr;iirs\ niid it 
would scfiii safe lo s.i\' lli.it radio 
and lclf\ isioii hroadiM.stcrs can not 
Ix- ciHMiU'd anioiin liu- fi-w. Vvv- 
siiinahly llu'\' iMii s|)rak from 
fii! ov|)orifiiiv on the snhjcct, and 
for tluin tin- olioicf hclwi-en M-lf- 
ri'tiidalioii and nioro ijovcrnnicnt 
foiilroi is vAsy. 

Mut only llu* clioiir iv i-asy. Si«lf> 
rciiidalion in llio hroadiastiiig bnsi- 
noss or an\- nllu-r conu-s hard if it 
is meant lo lu' Jnorc than a calcli- 
phrasc. it taki-s a i;ooil deal of or- 
;4ani/.('(l clfort and an imconipro- 
niisinjl stand on principles. It means 
aceoptin'4 tlie responsihility for llie 
eredihilily of advertising and the 
UDod reiJiilalion of the industry he- 
fore the iJuIilie. 

Many in a(Ucrlisin>; and media 
have lonii aeeepted and evercised 
this resiJonsihilily, hiil it is certainl)' 
not universal!),- aeeepleil. And the 
need for effeelive self-regulation is 
e\on more e\ ident fodav', w hen in- 
croaseil ijoverMnient rennlation is 
too often lliomjiil to Ik> the cure for 
any eeonomie ill. 

There is a more eonipelling rea- 
son: During the 51 years that it has 
boon ill existence, the National 
Bettor Business Bureau has seen a 
pronounced chani;c in tiio attitude 
of coiisnnicrs toward advertising. 
Consumers today have higher 
standards. Thc>- have hccn edu- 
cated to demand truthful advertis- 
ing as their right, and when busi- 
ness or an\' conspicuous minority 
of business fails to observe this 
right, the go\ ernmcnt uill intervene. 

Advertising has a built-in, three- 
way system of chocks and balances. 
National advertisers have a re- 
sponsibility to overciso self-disci- 
pline, and to forego exaggerated 
claims. Agencies have a rospoiisi- 
hility to demand proof of claims. 
Media — in its key role as final ar- 
hiior — has a responsibility to pa.ss 



lip advci'lisiirg levi'iiiic rallier lli.iii 
.iccept iiiisiip])(n ted ci.iiiiis. 

ilic .National Hiiie.iii li.is had .1 
long ^iiid Iriiitliil relationship with 
hr< ).«!(. -.isters .md it is our Ih-Ik I that 
tlu'v are iiiei'liiig their ri'spousihil 
ily with iitcreasiiig vigilance. (Jon- 
sidcriiig the v.isl aiiiouiil ol tt'le- 
visioii and radio advertising to 
vv hieh the |>ul)lic is expusi'd, vvc 
ri'ccive e<)inparati\ elv few eoni- 
plaiiits ahonl the accuracy of ails. 

We think that some share of the 
credit can Ih- altrihiilcd to the 
growing use vvliieh hroadeasters are 
iiiaking of the lact-fiiidiug facilities 
ol lU'lter Hnsincss Hiireans. During 
1902, the .National Hinean alone 
answered alxjiit KMK) in<piiries from 
hroadeasters reijardiiig the ri'spoiis- 
ihilitv of pros|)i'ctive advertisers or 
till- validity of the claims tlicv pro- 
posed til make. These inquiries 
came primarily from the networks 
and the Telev ision Code Office, hiil 
there was a coiisiderahle iiiiinher 
from individual broadcasters. 

Many hroadeasters in. ike toiisei- 
(Tilioiis use of "Do's and Don'ts in 
AdM'rtising Copy." the N'alLonal 
liiirean's loose leaf coin|)eiidiiiin of 
definitions, standards. rul(>s. and 
re^iilations governing advertising. 
.Supplemented and revised eatli 
iiionlh since it was first ])ublislied 
in 1919. "Do's and Doii'ls" now 
contains more than 360 chapters. 
The range of topics is broad. A 
recent su|)pleinonl, for cxamiile, 
discussed such diverse subjects as 
the use of the word "cost" in ad- 
x'Crtising; the "law versus lotteries '; 
and the Federal Trade Commission 
guides for advertising devices of- 
fered to the public for home use in 
detecting and measuring fallout. 

To further assi.st hroade.islers 
with their copy acceptance prob- 
lems, the .N'BBB sent them nu- 
merous bulletins (o~ in 1962) siip- 
|)lv iim up-to-d.itc infiirm.itioii on 
(|nestioii.iblc .idvertisers. .ind good 
and b.id .idvcrtisim; pr.itticis. \s a 
result, hro.iilc.istcrs declnied .111 
im|)ressive .iinoiiiit of .idviTtisiii^ 
revenue bv n jeetiii.: (lec<'i>tive .ids. 



Ill the iiivestiv;.iti(iii 111 < ipv till 
N.itiiiii.d Hine.iii iiiti II W" s iivii 
copv vviiril l>v wold with iiii|iiiMii ' 

hi I( .ist( rs \lthiiii '!i this IS Inn 

coiisiiiiiiiiu It olteii Ksnlis III ll 
r< liis.i! bv brn.idi .isti rs to ,in 1 pi 
<'0|)v w iicii ( l.iiiiis ,iri lilt Slip 
ported bv I i>iii|>i't( III cvidi iui- \\ ! 
.ire lr<'(|iu'ntlv .iskcd In rev i.-w m-l- 
work poliev oil .idvi rlising .md vvc 

IIK'I't lllforiD.lllv with IK-tWl'lk p< < 

pie from tunc to liinc In disi nss 
advertising m.itlcis. We fn-l llll^ 
( losi- (iiii|)( r.itioii IS |)rodil(livc .mil 
we would like to sec more of il 

'ihiis the belief tli.it st lf-rc'.;iil 1 
tioii, cih-ct iv I'lv iirg.im/rd .iiiil iiii 
piciiieiited. e.iii .md docs work, (.tii 
Hud ample support in the bro.id 
e.istiiig business, i'lic luiucpt of 
sclf-iegiil.itioii III, IV li.ive hci ii Ix'sl 
expressed bv tin- I'liilcd Si.itcs Sn 
prcine Court. It s.iid. 

"V'oliiiit.nv .11 lion In i iid .ibiis< s 
and to foster l.iir ciiiiipetitivc op- 
portiiiiities in the public iiiti rest 
inav be more clle(tivc tli.iii Ici^.d 
|)r()ei'sses. And eoopci.ilivc eiidc.iv - 
»ir 111. IV appio()ri.itclv li.ivc w idt r 
objcelives ih.iii incrciv the rem )v d 
ol evils vvliieh .ire iiih.ii lions ot 
positiv e l.iw " ^ 



Allan E. Bachmm 




A Princeton craduatr, hi 
joined the S'atuvwl lirttrr 
Business Bureau as an niLt'sti- 
Hator in 1929, haf s\ncr scnrd 
as irwtuiccr of both ihi 
nance and Mrditi l\rlat\on\ 
drjitirtnn nfi Ihirhtnati is an 
f/i(>r and ( <liti>r 1 / thi \'al\i md 
Hiirrau's Zoom lull m n \f • .atul 
U[ttlior of ' \ Cuuli to Sn- 
lit'tuil \(/t I rhsnu' 
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^SPOT-SCOPE 



Significant news, 
(rends, buying 
in national spot 



TEXIZE WANTS YOU TO CARE A LOT 

Tkxizk ClK'iniciil'.s (Creciiville, S. C.) C;iie cliloriiic-frce licjuid hlciicli luis 
' stin ted a new 13-\\'c'ek radio cainpniiiii ke\ed to tlie tliome, "Stop giving 
your wasli ;) hleach-atlie!" A free offer of the product is a part of the nics- 
.sage being delivered li\'e hy personalities in minute spots on three New 
York station.s, WNEW (Kla\an & Finch), WABC (Ilerh Oscar Anderson), 
and WOK (Arlene Francis, tiie McCanns, the Fitzgeralds) covering Metro- 
politan New York, New Jersey, Westchester, and l.ong Island areas. News 
paper support started last week. Care is also delving into spot television, 
expects to use tv in the New York area shortly, hopes to expand both radio 
and television usage in tiie near future. Tv is being used at the present time 
in Springfield, Mass. only, where a saturation campaign is in [progress to 
check product movement. A total of 56 spots a week (minutes and 2()s in 
prime time and daytime) arc being carried on WWLI'-T\' and WHYN-T\'. 
Filmed tv spots are gearetl to a fashion approach, and 10 of these test spots 
per week are aired li\'e by women's show personalities on the Springfield 
stations. Agency is Venet (Union, N. [.); account e.vec: Herman .Meyers. 

TV BUYING ACTIVITY 

• Best Foods Skippy Peanut Butter campaign will go into nine southern markets 
starting 1 September to reach markets not receiving network eflort (Flint- 
stones, .\HC). The 14-week campaign of 20s and daytime minutes is Ix-ing 
bought by Cail Cumniings at Guild, Hascom 6c Honfigli (New York). 

• Folger's Coffee perking into major markets in a .3S-state sales area described 
as being west of the Ohio Valley and .south through Florida, with a cam- 
paign of minutes, 20s, and I.D.s. In some areas of the southwest, the spots 
will be aired in Spanish. Said to be the largest independent coffee company, 
iind its products the second best-selling coffee in the country, Folger's new 
dri\ e w ill push their newlx' designed container, a \ acuum-packed can with 
a clear plastic snap-on lid which eliminated the need for a ke\-. Campaign 
will begin the first week in September for four weeks. Buyer at Cunningham 
& Walsh (New York) is Frank MacDonald. 

• Best Foods Corn Products Nu Soft (fabric .softener rinse) going into 25 to .30 
markets nationally with a campaign due to begin 26 August for a 14-weck 
run. Jkiyer Mori Weinstein at McCaim-Erick.son (New York) interested in 
earl\" fringe minutes, sonic prime I.D.s, and some weekend time. 

• Hanes Hosiery fall campaign of fringe minutes and I.D.s being bought hy 
George Karalekas at Grey (New York). Markets iuid length of drive arc 
undisclosed as \cl. 

• General Mills' three new Hetty Crocker rice casseroles going into a national 
spot campaign 15 September, now that full national distribution has been 
rciilized. Drive of minutes, 20s, and 3()s will run throughout the year. Con 
centration of spots will be in fringe nighttime, but other time periods will Ik 
purcluLseil wli(>re good .ivails exist. Network (judy Garland), and magazine^ 
will also be utilized. Hover is Marie Luisi at Doyle Dane Bernbaeli (New 
York), 
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OLDEN GATE EAST 



e great CHESAPEAKE BAY BRIDGE-TUNNEL, 
(leniog in January, is the golden link that the 
perls soy will cause Norfolk-Newport News, 
rginio's Tidewater metropolis, to burst into 

ions and become the South's leading market, 
jre, right now, is urban population 
anked 28th in Americo) equaled in the 
lutheost only by metro Atlonta ond 
ami. WTAR-TV s Metro areo a/one 
ers vnduplico'.ed coverage of nearly 
ri//'on people' What o place to 
t 0 new-business dollar! TideWTAR 
a belter way to spell it, 
d the best way to sell it. 
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TELEVISION & RADIO 

(IS AFFILIATES FOR NORFOLK-NEWPORT NEWS, VA. 




One of the "Five Future Wonders 




m MAY NtVIR Stt THE lOHGtSTJJGHT 



WKZO-TV MARKET 
COVERAGE AREA • NCS "61 



Grana RopiJt L 



Kalamatoo 



5): /I Bmven and Jack Burke fought 7 
hours and 10 minulcs on April 6, 1X03. 




RADIO 

WUS tOUAMAZOO-BATaC CREEK 
WIEr CRANO MPIOS 
WIEMM GMNO IUPI0S-KAUMA2O0 
WWIV-fM CAOIUAC 

TELEVISION 

WKZO-TV GMNO RAPIOS-KAUMAZOO 
WW1V/ CADILLAC-TIUVEIISE CITY 
/WWUP-TV UULT STE. MMIE 



WWUP-TV UULT STE. MMIE 
KOLN-TV/ LINCOLN, NEBRASKA 

/K«IM-TV GRAND ISUNO, NEB. 



BUT... WKZO-TV Slugs The Hardest 
in Greater Western Michigan! 

\VKZO-T\' lias the most potent Sunday punch (weekdays, 
too) in Michigan outside Detroit. 

(1) It packs a hcavywcisht wallop in prime time. NSI 
(xMarch '63) credits \\ KZO-T\' with an average of 
more homes than Station "B," 7:30-11 p.m., Sunday 
through Saturday. 

(2) And ARH (March '63) shows \VKZO-T\"s fancy 
footwork also dazzling the daytime ojiposition, averaging 
75% more homes than Station "B," 9:()()-noon weekdays. 

See Avcry-Knodcl for the hlow-hy-hlow account! Aiid 
if you want all the rest of upstate Michigan nvrtli having, 
add II-ll7T/H'n'L'7'-7T, Cadilhic-Saidt Ste. Marie, to 1 
voiir WKZO-Tl' schedule. ' 



WKZO-TV 

100,000 WAnS • CHANNEL 3 • 1000' TOWtR 
Studios in Both Kolamaioo and Grond Rapids 
for Greater Western Michigan 
Av«r/-Knod«/, Inc., Fjie/uiiVe National *»pfei«nfafiV«« 



